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From the land of shy blue waters | 
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How Hamm’s Wins Instant Recognition 


LLS 


-.- In new markets 


Outdoor advertising parallels Hamm's 
distribution and wins instant recogni 
tion for Hamm's with the ‘sky blue 
waters’ theme and the large appetizing 
glass of beer”, says Richard L. Forrest, 
V.P. of Campbell-Mithun, agency for 
Theo. Hamm Brewing Co 

Taste appeal sells beer, and we be 
lieve Hamm's outdoor pictorial pres 


entation has been one of the contrib 


uting factors in Hamm’s climb to fifth 
place in national beer sales. We strongly 
believe in outdoor for Hamm’s and 
place a great deal of faith in its effec 
tiveness.”’ 

For additional success stories (Kraft 
Foods, Life Savers, General Tire and 
many others) write the General Out 
door Advertising Company office in 
your city. Or, write us in Chicago 


ne. ORE 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


FIFTY CENTS 


BIGGEST 2nd QUARTER 
IN McCALL’'S HISTORY 


In both advertising linage and advertising revenue, the 
second quarter of 1957 was the biggest second quarter in 
McCall’s 87-year history. 


This record-breaking period gave McCall’s a total of 1,211 
columns—a gain of 17% over the second quarter of 1956. 


During the second quarter of 1957, advertisers invested a 
total of over $6,000,000 in McCall’s—a gain of more than 
$1,300,000 in advertising revenue over the previous record 
second quarter (1956), 


And that’s only part of the story of the big, continuing 
gains at McCall’s! 


Advertising revenue forthe first six months of 1957 reached 
a total of more than $11,000,000—a gain of 27% over the 
same period in 1956—making this the biggest six-month 
period in all of McCall’s history. 


And for the last half of ’57—all signs at McCall’s point UP! 


Ma 
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LANDING 


as seen by EXECUTIVE OFFICES: 386 Fourth Ave., New York 16, N. Y. LExington 2-1760 
JOHN BURGOYNE 
Friend of ours went on a 
ski weekend a while back. He'd 
mone Bie se Doe ee HIGHLIGHTS 


spunky sort of a boy about it all 


Anyway, he was lurching down th | NEVER THOUGHT I'D BE SELLING BRASSIERES! 


slope when he heard the call 


“TRACK LEFT!” He thought that You may think this marketing executive is crazy—but you will 
meant to go to the left. He did and be talking against the company that the trade says is No. 1 
WHAM! A minute later he heard in world-wide sales, and No. 2 in domestic sales. To sell 


a faint call from down the hill 


assicres girdles. wot u recruit an exe , sale 
where the ellet- tiller ene Gating brassieres and girdles, would you recruit an executive and sales 


himself out of the snow. “Bring my staff from chemicals, drugs, appliances, auto parts—almost any- 
hat!” was the request. He picked thing but soft goods? B. Robert Brown, vice-president in charge 
up the man’s hat and started down of marketing, Exquisite Form Brassiere, did—and he tells why. 29 


the hill again. But he couldn’t any 
more stop than fly and he ran right 


over the guy and ground him right 2% MORE INCENTIVE FOR "REPS" 


down into the snow again 7 , 
Under circumstances in which many a manufacturer—but 


\Y not ORRadio—might be tempted to save dollars by cutting 


®)y ali commissions and prices, ORRadio elected to see what would 
happen if commissions were increased. Payoff: Sales up 62% 100 


s 


iD 


ee a “IT ISN'T THE INCOMPETENT .. .” 


yn a4 ; “It is those who have achieved something and want to rest 
. f / m }\-% +") upon their achievements who are forever clogging things up,”’ 
—, = eG declares Charles E. Sorensen, production genius under the elder 
{: 2 ~~ Henry Ford. Would you agree with this description of the 


' ™~ ~~ J qualities of leadership? 69 


He dropped the hat and kept FARM NIGHTS ARE FUN NIGHTS 
right on going ‘til he got to his a ‘There’s nothing sophisticated about Sinclair Refining’s Farm 
and go out of there like a hous Shows—now in their 20th year. ‘The farmer’s city-slicker 
with a hornet on his back. Next ' 
cousins would probably label the farm night fodder for the corn 


winter he's going to Florida for 
the water skiing crib, But it is good, clean entertainment and it brings out po 

A toothpaste = manufacturer we tential Sinclair customers in droves. 34 
know began hearing reports and 


reading about the new product a 


competitor had just put on th "MACHINERY MEN, MEET EMILY POST" 


tnd te dae ek a a Well, Crown Cork & Seal didn’t say it just that way, but 
campaign wit going on, plugging they did include a course ill social behavior in their latest 

it. Well, our friend began to get training curriculum. 94 
the higet o he called Burgoyne 

and a-ked him to find out how the 


new molar cleaner was doing. Bur WHO GETS THE COLLEGE GRADS? 


goyne sprang into action in Cantor 


Harrisburg and Omaha and—in I If you have lost out in the terrifi ompetition to hire °57 
time than it take to squeeze a college graduates you know that an attractive Starting salary 
tube of dental detergent-—had all isn’t enough to lure qualified men. SALES MANAGEMENT'S on 


the dope his client wanted enabling t} 
the-spot reporter holds up the mirror to you and your ollege 
him to make plans for countet I I I . , : 5 


ames recruiters. You may not like the reflection. 37 


In case a storm knocks out your 
telephone, get your mirror flashing 


code when the sun comes out. John 


surgoyne’ll be there He's got eyes 
like an eagle. — Audit Associated National - Magazine 
@: ws Business IN BP Business MPA Publishers 
ci Circulations Publications Publications Association 


SALES MANAGEMENT, with which is incorporated PROGRESS, Is published the first and third Friday of 
every month, except in May, September and November when « third issue is published on the tenth of 
the month. Affiliated with Bll Brothers Publishing Corp. Entered as second ciess matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa. under tne act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St., East Stroudsburg, Pa. Address mail to 366 Fourth Avenue, New York |6, N. Y. 
SALES MEETINGS, Part I! of Sales Management, is issued six times a year—in January, March, May, 
July, September and November, Editorial and production offices: 12/2 Chestnut Street, Philadelphia 7, Pa., 
FURST WATIOWAL BANK BLOG, CIMCINWATI 2, ONO WaAlinut 3-1788; Philip Harrison, General Manager: Rober? Letwin, Editor. 
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SEE-THROUGH PACKAGING 


Shown in this report are 11 examples of a wide variety of 
products whose manufacturers find both cost-savings and mer 


chandise advantages in transparent. wraps 99 CONFIDENTIAL 


INSTITUTIONAL PURCHASER LOOKS AT SALESMEN 


Worthington Corporation’s purchasing chief asks: “Is the 


Nevada has “everything-plus" to make 
it one of America's most profitable 


supplier a good company? Can the salesmen meet our require- netiete. tet aduiiidne tecteh. 
ments? Can the supplier render service after he receives the The “everything” includes the na 
order? Is the price right?” 46 tion's most dynamic, fastest growing 


population; America's highest per 
capita spendable income; and the 
CRANBERRIES ROUT THE HOLIDAY JINX —" Mea “se capita retail yan 
° ” ; i i ° rug, automotive anc 
“A cranberry article in June? Ridiculous!” But your wite poe pasa nti. porn, | or ne 

wouldn’t think it ridiculous, nor you, if you read women's Sus. ig 
magazines. If you have a product that is boxed in by a seasonal The "plus" is comprehensive store 
, level merchandising of product ad 

habit you will get inspiration from Ocean Sprays current vetting, Speaiel ude ale and eal 
promotion. 70 ings, newspaper publicity, television 
demonstrations, in-store displays, and 
many other special services are avail 
able to advertisers in these Nevada 


advertising media 


Cc ©) N T E N T S For a complete list of available mer 


chandising services, see your nearest 


Western Dailies or John E, Pearson 


Advertising Co, office, or write one of these basic 
Is Selling Abusing Its Welcome? 60 Nevada advertising buys 
Communications . 
Copies in Jig Time: Lewis-Shepard Speeds up on Sales Communications 66 LAS VEGAS 
“Memo: Donohoo to Home Office" 101 REVIEW-JOURNAL © KORK-AM 

TV from HENDERSON 
General Management : ales. gt ae 
| Never Thought I'd Be Selling Brassieres 29 | RENO 4 ELY 
‘It Isn't the Incompetent Who Destroy an Organization" 69 KOLO-TV # KOLO-AM 2 TIMES 


Manpower Problems 


What Companies Get the College Boys—and How Do They Do It? 37 


Market Development 


Cranberries Rout the Holiday Jinx 70 


* Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
1946-1956 


your moat profitable 
market per dollar 


Public Speaking 


Should You Illustrate Your Talks? 52 invested in the West 
Sales Contests 

African Safaris Are Top Prizes in Admiral Distribution Contest 64 

Salesmanship 

An Institutional Purchaser Looks at Salesmen 46 

It's Called "Chain Reaction Selling""—and It Works for Apeco 102 


Salesmen's Compensation 


2°/, More Incentive for ''Reps'’ Cleans a Jammed Warehouse 100 


Sales Promotion 


Farm Nights Are Fun Nights in Sinclair's Rural America 34 10,000,000 lines 


P of retail 
Sales Training 


“Machinery Men, Meet Emily Post: She's Your New Teacher" 94 


advertising 56 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 19 Marketing Pictograph 50 , 

Corporate Close-up 12 Promotion Idea File 86 see the man Jrom 

Editorials 7 Sales Promotion at Work 90 

Executive Shifts 4) Scratch Pad 120 RIVERSIDE 
High Spot Cities 110 Significant Trends 15 PRESS «iid 
Human Side 80 They're in the News 32 

Letters 21 Tools for Selling 8! ENTERPRISE 
Mail Promotion 84 Worth Writing For 44 


Represented notionally by Doyle ond Hawley, Los Angeles 


Sen Francisco, Mew York Chicago, Boston, Minneapolis 
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SALES 


INCREASES 


IN MILLIONS 


Note: To Marry 4 Bob 


You got bigger increases 
But how are 
you going to divide the 


we know 
nonors between your 
selves one other guy 
t.v., radio, posters fans 
and 4 couple of copies 
of magazines, etc No 
body has that problem 
Market 


since the Times Herald 
still does it a 


mn Norristown 


alone 


Vorristown, Pa 
mereases are bigger 
LTOSS theo 


Management 


1957 Sales and Ver 


Survey of Buying 


over 1956 edition. For Example... . 


) 


Food Sales $ 4,755,000 increase to a new $ 


Drug Sales $ 659,000 inerease to a new $ 


Power 


Ine ome 


than most business total 


The following is based on Sales 


1957 


16,196,000 


1,793,000 


Retail Sales $15,289,000 increase to a new $211,210,000 


Net Income $10.37 


Population 
is a major market status for 


No. L newspaper The Times Herald 


7,000 increase to a new $305,172,000 


119,100 consumers, city and retail zone, 


Montgomery County's 


m Times Herald 


Norristown, Pa. 


National Representatives—The Julius Mathews Special Agency 


+ 


hospitals 
come here 
to buy 


/ your catalog 

yg ue. filed here 
195 helps them 
buy from you 


Since LOL9Y hospitals have relied on HosprraL PURCHASING FILe for 
buving information on the several thousand items used in everyday 


operation and maintenance for which they now spend $2.2 billion 


annually, Administrators, architects, consultants and purchasing 


officers use it also for basie data on the general and special equip- 


ment needed for hospital construction—a 


1957 market 


of 3705 


million. Your catalog filed in Hosprran Purcuasine Fite will help 


2 


them buy from you. The 1958 (35th) Edition is now in preparation 


catalog space reservations close July 1. 


Write now 


for market 


details and full information on why and how to file your catalog in 


Hlosprral 


ew eoocet 


PURCHASING FILe. 


PURCHASING FILES, INC. 
919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


of sow HOSPITAL PURCHASING FILE 
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BIG BABY BOOM 


Nothing succeeds like success. That’s why manufacturers of baby products who 
have been successfully selling their merchandise in Modern Romances are making 


1957 one of the most successful years in the magazine's history, as the chart shows 


Modern Romances is the ideal medium for selling baby products, food, and all kinds 
of home products, because it’s read largely by young mothers whose main interest 
is running their new households and raising their growing young families. With the 
highest proportion of women 18 to 25 of all magazines, and with better than 8 out 
of every 10 readers married, Modern Romances gives advertisers the heart of the 
young mother market. You can sell your home, food and baby products to this 


better-buying young-married audience 


BABY PRODUCT ADVERTISING IN MODERN ROMANCES 


47.1 PAGES 


26.8 PAGES 


+ 19.8% 


GAIN 


JAN,-JUNE 1956 JAN.-JUNE 1957 


MODERN ROMANCES 


Selis America’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, N. Y. 
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How many 
coupons 
did this ad pull? 


This Charles Pfizer & Co. advertisement ap 


peared as a striking double-page, four-color 


spread in The New York Times Magazine on 


Sunday, September 2, 1956 


Its fact-filled copy tells the story of fermenta 
tion chemistry and antibioties. It describes 
Pfizer’s work in the field as the world’s lead 
ing producer of antibiotics. Times readers were 
invited—in the copy and a keved coupon—to 


write for a booklet, “Our Smallest Servants.” 


Result? Despite the Labor Day weekend pub 
ication date, more than 5,000 New York Times 
readers wrote for the booklet within a week 
By the end of two weeks, the count was over 


10,000; at the end of September, some 15,000 


This interested, almost instantaneous response 
has special meaning for you. It shows, graphi 
cally, the attention readers bring to advertis- 
ing in The New York Times. Because they are 
curious, seeking facts and information, your 
advertising is seen and read when they are 


observant, ready-to-act. 


This is the advantage, the opportunity The 
New York Times offers to you... to make your 
advertising more effective, more profitable. 


See for yourself. Try it. 


Che New York Gimes 


For 38 years first in advertising in the world's first market 
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EDITORIALS 


ARE YOU REapy To 
ENGINEER IN THe 


BIG LEAGUE? 


The Unknown Press 


° a 
Ihe editors of the business p blications that serve your indust1 h TRA 
have the ——— 
or profession are so close to their fields that they are privy to the gy od oe 
hopes and aspirations of the people in them. ‘Thousands of companies WE forse ? pis tbat ty 
he engineering [UIWe 4 
hape she ener FIELD ENGINEERS 


buy advertising space in business publications to market their prod 


: _~— ee ee 
icts and services, and millions of business and professional people } ENGINEERS and PHYSICESTS fer | CHIEF MECHANICAL 
RESEARCH snd DEVELOPMENT + ENGINEER 


Caloe 


are avid readers of their business publications. 


I'he general public, however, is almost as unfamiliar with the 
role of the business press as it was, for example, during World War 
Il with the work of scientists in development of secret radar and 
atomic devices. So the business press can take pride in a tribute paid 
to it in the just-released book, ““The Secret War,” which describes 
the development of many secret military devices in England in World 
War II. Gerald Pawle, the author, says: 


You want ’em?We got ’em.. 
26,216 of ’em to be exact. 


“Nex i { the st use icers . 
Next to imagination I would say that the most useful officer Engineers are changing your 


were those who had a knowledge of some industry . knowledge markets .. . new and old! 

of one sector of industry and personal acquaintance with the people Your NEW markets are shaped 

in it were invaluable ... technical journalists . .. were good members by engineers. 

of the department. ‘Their work in peacetime brought them into con Thousands of new products require 


more thousands of engineers 

witness the ENGINEERS WANTED 

ads above, just a few from one 

issue of a single newspaper 
Engineers need 


tact with cilivian firms, they were accustomed to taking a bird’s-eye 
view of an industry and they could express themselves clearly and 
com isely.”” 


Many American business pape! editors have served their govern Industrial Equipment News 
ment well in war and peace tor the same reasons they have an increasingly to keep pace wit! 
intimate knowledge of industry and personal acquaintance with people what’s new and better in 


industrial products. 

This increased use of LEN b 
engineers is retlected in a gain 
of 514°, since we originated 


Stockholders Won't Complain product news me a ae ” 


publishing... 4,267 


in it 


33 
The 21 presidents and board chairmen made their decisions, and na pinnae ples ore aggre o4 
in a matter of minutes discovered the results that might ordinarily years has gone from 30,370 to 
take months to show up under normal business conditions. It all 67,402... total present 
took place in a game staged recently by the American Manage distribution 75,500 
ment Association to train top executives to make quick and correct But it’s 


not HOW many but WHO man 
that counts. 

Product selectors in all 45 
industries ask for, read and use 


decisions 
) 


The executives were cast in the role of heads of five fictitious 


companies in AMA's “decision gaming.” ‘hey were supplied with IEN every month 

certain facts and asked to make decisions based on their respective Do you? 

estimates of the business situation. ‘The moves they made were fed Details? Send for Complete Media 
into an IBM electronic computer. ‘The men received, almost im Data file and booklet 


mediately, an analysis of the impact of their decisions on the com Your Markets are Changing 


panies. ‘They learned: 

|. Balance is important: ach business decision must be made in id | 

relation to all other factors if the company 1s to grow profitably. An Industria 

attempt to get a bigger share of market without thoughtful invest . 

ment in increased plant Capacity or more efhicient produ tion, Tor Equipment IEN 
example will cut inventories to dangerous levels. | ery de ion 


must be made with an eye on how all factors of prod iction, market News sounoee 1998 


ing and finance will balance as a result. To ignore even one facet 


Thomas Publishing Company 


ot business operation tor a short time is to court disaster, the gaine 
indicated PRODUCT INFORMATION HEADQUARTERS 
NgP 
° . . COPD 45) Eighth Avenue, New York 1, N.Y. 
2. Price cutting deceives: An expanding market, such as exists to 
' f 7 4 ia Thomas Regist 
day for most lines as a result of increased population makes the Adtiated re 


market comparatively insensitive to price changes. Executives dis 


covered in their gaming that price cuts did not garner the bigger 
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Now only the 4 


largest U.S. cities* have 


newspapers with more 


circulation than the 


Minneapolis Sunday Tribune 


625, 00 


In Min nd South Dakota, western Wisconsin 


; UPPER 
MIDWEST 


MINN 


*Neu York . Chie agoe Los Angeles . Philadelphia 


Minneapolis Star «7d Tribune 


EVENING MORNING and SUNDAY 


625,000 we * “oes, ooo DAILY 


IHN ¢ VLES, / 
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share of market that they anticipated. Of all mistakes they made in 
the early periods of the game, price cutting to capture a larger 
market was the biggest error. ‘They soon learned that other factors 
are more relevant to market share in an expanding economy. 


3. Marketing investment pays off: “You can't go wrong by spending 
money on marketing,” says Don G. Mitchell, chairman of the board 
and president, Sylvania Electric Products, Inc., after analyzing re 
sults of his decision gaming as one of 21 participating executives. 
As did most of the “players,” Mitchell discovered how responsive 
the market is to increased marketing effort as opposed to simple 
price cutting. When he and his three partners in the fictitious com 
pany discovered the value of greater investment in marketing, “we 
socked it for all it was worth,” says Mitchell, and showed good 
results. 


4, Market research is vital: Walter G. Koch, chairman of the board, 
International Steel Co., was on a five-man team that discovered 
“importance of having facts in making decisions.’ His play company, 
just as the others, learned how vital market research is as a tool in 
decision making. This is one of the big “truths” that the electrenic 
computer threw back at the participating executives as they played 
for bigger assets, lower production costs and bigger share of an 
imaginary market. 


5. Product research is basic: Research and development expenditures 
pay off handsomely in lower production costs and improved and more 
salable products, balance sheets indicated during AMA's business 
game. ‘The sooner the five “companies” discovered the importance 
of investment in research and development, the more effective their 
other decisions became. 


(jaming executives represented experience from a wide range of 
companies, but “It is amazing how much alike management prob 
lems are,’”’ says Alfred FE. Perlman, president, New York Central 
System. What did he discover from playing the game? “We've got 
to have facts [ market research|; to have facts you've got to pay 
for them. I’m going home having learned more today than in any 
one month this year.” 


Who Will Make the Big Sale? 


It may surprise you to learn that the newest member of the 
billion-dollars-a-year sales club is a company whose sales have doubled 
in the past two years and the sales of whose predecessor company wert 
only $14 million in 1946. The company: General Dynamics Corp. 
that now ranks 28th among the 30 companies with annual sales 
of $1 billion a year or more. 


The shocker: ‘There is not an executive in General Dynamics with 
the title or background or disposition to classify himself as a sales 
man or sales executive! ‘This remarkable mid-20th-century Krupp is 
now building atomic submarines on a production basis, and operates 
on the theory that it can make anything in the way of a military 
weapon—if it gets the order. The new president and chief executive 
officer of General Dynamics, Frank Pace, Jr., age 44, is a lawyer 
and politician, and he is back-stopped by executives with comparable 
non selling backgrounds. But they all have one major thing in com 
mon: ‘They know how to bring in the business in a great big way 
You can read the details about this amazing company on page 12 
of this issue. General Dynamics currently is selling about 85% 
of its output to the military services. But the goal of the new presi lent 
is a 50-50 military-civilian business. 


Will the lawyers, ex-politicians, scientists, financial men, and engi 
neers who have built General Dynamics to its present eminence need 
the services of an executive who is a marketing man by preference 


instinct ? There is a big sale to be made by someone. 
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Excerpt from 
¢ Starch Sist Consumer 
Magazine Report: | 


¢ —— . 
Of all lls Magazine 


households surveyed, 
43.3% reported 
spending more than 
$200.00 on vacation 
travel during 12 months. 
This is exceeded by 
only 3 of the 54 
magazines appearing 
in the report. 

1,180.29 Elks comprise a 

mass market with class incomes the 

median of which is $6,050 

The Starch 51st Consumer Magazine 


Report gives the complete picture. 
Just write or phone to see a copy. 


MAGAZINE 


New York Los Angeles 
Chicago Portland, Ore 


send for 
these new 
ad-helps: 


Just published . . .‘‘Lusinesspaper 

the Working Press.’”’ Spells out 
the function of the business pre 
in todays’ fast-moving economy 
Shows its intensified use by Ameri 
can business men. Illustrates effec 
tive businesspaper advertising 
and tells what makes it worl 


THE 


How others are doing it... two new 
“Awards Booklets” illustrate thi 
year’s winning campaigns in ABP’ 
annual advertising competition 

They analyze the factors that 
made the ads work, suggest scores of 
ideas to spark your copy thinking 


Leading Businesspaper Advertisers of 
1956... ABP’s sixth annual report, 
covering expenditures of 1400 lead 
ing businesspaper advertisers, gives 
you a yardstick to measure your 
own ad-effort $3.00 per copy 


THE in " 
ASSOCIATED Business (jj); 
PUBLICATIONS eet 
Founded 1906+ 205 BE. 42nd St., N.Y.17, N.Y 


CHECK CHILTON 


If you sell the hardware market 


- 


piseontitags 
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... you can sell best in 


HARDWARE AGE 


. the source of inspiration, interpretation and 
guidance for the big and growing retail hard- 
ware trade and its wholesale suppliers for more 
than 100 years. Published every other Thurs- 
day, it supplies timely news and feature 
articles fundamental to the needs of hardware 
men in merchandising and management, sales 
promotion, sales training, and merchandise 
display. With a total retail circulation of 
24,200, it provides concentrated coverage 
among the 23,000 stores whose annual sales 
range from $30,000 to more than $1 million and 
who account for 93.1°; of all hardware store 
sales. It reaches the pacesetters, the dealers 
who have the strongest interest in hardware 
merchandising and who are the most successful 
in the $3 billion hardware market. 


(u) cu) fu) 


Hardware Age is published by Chilton Company, the most diversified publisher 
of trade and industrial magazines in the country —a company with the resources 
and experience needed to make each of 15 publications outstanding in its field. 
In keeping with Chilton policy, the experienced and highly competent staff of 
Hardware Age devotes its full time to the field the publication covers, striving 
for editorial excellence and strict quality control of circulation, In achieving 
both objectives, it has earned the confidence of readers and advertisers alike, 


qi / Chilton 


COMPANY 


Chestnui and 56th Streets « Philadelphia 39, Pennsylwanta 


CHILTON PUBLICATIONS: Department Store Economist « The Lron Age « Motor Age 
Spectator » Automotive Industries « Boot and Shoe Recorder « Commercia! Car Journal 
Butane-Propane News « Electronic Industries « Jewelers’ Circular-Keystone « Hardware Age 
Optical Journal « Hardware World + Gas + Distribution Age « Chilton Book Division 


CORPORATE CLOSE-UP 


Sales, Sales Everywhere 


But Nary a Sales Exec 


(jeneral Dynamics Corp. now ranks 28th in the select, 30-member 
club of firms with more than $1 billion annual sales. Volume has 
rocketed from a mere $14 million reported for 1946 by GD’s predeces 
sor, Electric Boat. But there is no sales executive—in title or back 
ground—within a country mile of (GD’s New York executive suite. 


In many ways this atom-wise maker of military hardware can 
be described as a mid-20th-century Krupp. Some 85% of its 1956 
sales were to the Pentagon or the forces of Canada or other Western 


nations. (s1)'s slogan is, in effect, “If we can get the order, we can 
build it.” “hat applies to the first atomic-powered submarine, the : 
first atomic-powered aircraft now being built by its Convair Di i 
sion, and the ICBM the intercontinental ballistic missile ' 
§ 
Who are the General Dynamics executives who have jumped sales 


to more than $1 billion a year—up a supercharged 5267 over 1955? 


Public servant Krank Pace, Jr., 44, president, is GD’s new chief 
ucceeding the late John Jay Hopkins who put the complex to ‘ 
gether and picked Pace as his heir apparent. At 37 Pace was Presi 


dent Truman's Budget Director. A year later Truman named him 


gift tool kit! rep of the Army. Other ‘experience’: Arkansas assistant dis 


attorney ; champion, various amateur golf and tennis tourneys; 


Just what everyone wants! A kit of deluxe, \ir Force major; holder of dozens of important posts in professional 

midget or full-size hand tools. Useful in the and civic organizations including, at present, treasurer, (sreater 

home-workshop, household kitchen yOu New York Boy Scouts 

name it. In handsome leather and plastic gift 

kits. Imprinted in gold or white letters Financial man [earl Dallam Johnson, 52, was Pace’s Under Secre 

Quality guaranteed. For customers, tary of the Army, brought into GD by Pace in 1955. Additional 

business associates or friends qualifications: president, Air “Transport Association; 13 years as ' 


financial consultant, Loomis, Sayles & Co.; nine years with the Air 
korce and later the Pentagon top rank, colonel. ’ 


Four-star General Joseph | \IcNarney, 63, senior vice president 
of GD, has been president of Consolidated Vultee since 1952, re 
taining that post since its acquisition as (3D’s Convair Division in 
1954. Among many important assignments, he succeeded General 


| isenhower as ( 5 commander in | urope. 


Engineer Carleton Shugg, GD vice-president, general manager of 


electric Boat Division, brought to the firm in 1951: four vears ex 


perience with the Atomic Energy Commission, 18 years in ship 


WRITE FOR building nine years in the Nay Vv. 


FRE COLORFUL 


CATALOG 
Many selections for every budget! 
Quantity discounts! 


Scientist Dr. Frederic de Hoffman, 32, has been a GD vice-presi 
dent, general manager, General Atomic Division, since shortly after 
he signed on in 1955. Vienna born, London University and Harvard 


ee 882 @ 8 eCeeee ee ee 2 6 8 te 


educated, a Congressional consultant, international conference dele 
* Address inquiries to Business Gift Dept. * gate and scientific author, he has been associated with the AEC 


"UTICA DROP FORGE & TOOL DIVISION” since 1944 


Ke/sey-Hayes Co., Utica 4, New York 


>. 
Nd e Pace’s first announced break with the status quo he inherited: 
* ‘ - » 
, _ a goal for GD of 500% defense, 500% commercial production, com 
* 
* 


od te the ove 850% /15¢ s GD ~ady to adi 
Hallmark of quality in Hand Tools since 1895 pared to the rebdord o/| © ratio. | il now ready to add a 


f -. -. - - w 2 oe ee SS ee ee oe 


sales executive by title or function ? Or can it “get along’ without one ? 
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12,000,000 Families will read about 


WO mMEN ALCOHOLICS 


| | his We “ YF 


® The dramatic story of “The Secret Disease of a Million 
American Women"... a major article in This Week's 
“Good Heaith” series, authorized by the American Medical 


Association ...in the June 23rd issue. 


Your advertising will be read by more people in This Week Magazine than in any other publication. 


. ; : i i 
; es ‘ kes "4 


This one television station 


delivers four standard 


metropolitan area markets plus 


¢ 917,320 TV sets CHANNEL 8 MULTI-CITY MARKET 
® 1015,655 families DTN ciieres Qn ey A 

® 3/2 million people > 

© $3% billion retail sales FEegagey 

® $614 billion annual income Pea, 


GRAdt A 


READING 
—_—sa 


LEBANON 


WGALTV 


HARRISBURG 
RTS 
° 


LANCASTER, PENNA. |.....\.. = x 


+ ° coartsvnce 
GETTYSBURG . onan 


wanover 


NBC and CBS 
STEINMAN STATION - Clair McCollough, Pres. 


westmimsree 


Representative: =: Maan ere: ; 
The MEEKER Company,inc. ._ fc. — } and 
| ae York Chicago ‘*** "ss ay = .. CBS od 
os Angeles San Francisco = 316,000 WATTS 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by 


BEWARE OF SQUEEZES! Unless you were one 
of the lucky ones, you were caught in a profit 
squeeze during the 1956 marketing year. Your sales 
were good, but your costs were high, and you 
didn’t dare raise prices to the point where you'd get 
a decent margin. 


If you got your sides pinched in such a trap last 
year, it may make you feel better to know that at 
least half of your fellow marketers also showed a 
lower percentage of profit on sales. Many of these 
—despite increased unit sales—showed an actual 
reduction in profits. 


The answer to this squeeze, of course, is to increase 
your “marketing efficiency.” That’s not easy, we 
know. It takes times. It takes work. It takes money. 
There’s no magic formula. It’s a problem that each 
sales executive has to solve for himself. But, while 
you're busy working up a solution, we'd like to call 
your attention to some other “squeeze plays” that 
are likely to get you if you don’t watch out. 


The first one’s internal. It has to do with marketing’s 
inherent vulnerability to the corporate way of doing 
things. The “Marketing Memo,” issued by Sweet's 
Catalog Service, sums it up this way: 


“Marketing management is in a tough spot. The 
top brass can say, ‘Look here. We have given you a 
fine product line to market. The pricing is competi- 
tive, and the production is there.’ These are all 
highly tangible things. A final sales figure is tangible, 
too, except that unless it is related to potentials— 
both short and long range— it doesn’t mean much 
in judging performance. 


“The means of marketing—research, advertising, 
catalogs and personal selling—cannot be isolated 
and their individual effects made tangible and meas- 
ured. We marketing men appreciate this, but our 
bosses frequently don’t—especially when they are 
going over budgets with an eye to ‘cuts.’ Every other 
manager in the company is working with tangibles 
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the Editors 


and can therefore make a strong case for each 
budgeted item of expense. 


“Not so the marketing man. Who's to say just how 
essential adding another sales trainee is, or whether 
the ad campaign in XYZ magazine is ‘really paying 
off’? Who can predict what will happen if market- 
ing expenditures are substantially increased any 
more than if they are reduced?” 


Consequently, the marketing budget is not only sub- 
ject to criticism, but it is highly vulnerable to 
corporate squeeze tactics as well. 


“When sales are not building fast enough to keep 
pace with rising costs,” Sweet’s continues, “the 
answer frequently lies in increased marketing appro- 
priations rather than in cuts. It is a simple matter 
of spending more to get more. Needless to say, 
wise spending is always in order.” 


Another squeeze that affects marketing today has 
to do with money and credit. The tight money 
situation has relaxed a bit, but your company is an 
exception if it isn’t thinking twice about extending 
credit. This squeeze lies in the fact that competition 
is becoming more intense, almost in inverse propor- 
tion to the money supply. You can’t afford to lose 
a customer by virtue of a short-sighted credit policy, 
but on the other hand, you can’t jeopardize the cash 
position of your company by having all your profits 
tied up in 1.0.U.’s. 


The answer, if there is one, can be found only by 
reappraising your existing credit policy. Maybe you 
can arrange for a third party to take over these notes 
—even though you’ve never had such a need before. 


Sales personnel—their recruiting, care and mainte- 
nance—is probably a bigger budget item this year 
than ever before. As sales manager you must choose 
between paying more to hire and keep good men or 
“saving” budget money and settling for a second- 
string team. The first choice is the only sensible one. 


(continued ) 


Significant Trends 


Trouble is, other sales managers realize this, too, 
so everyone’s fighting over the cream. Starting sal- 
aries are ridiculously high for bright, college-edu- 
cated trainees, but maintenance costs are higher on 
the not-so-bright. 


Still another squeeze is making national marketers 
more than a little uncomfortable. It’s the increased 
cost of media advertising—due primarily to bigger 
circulations, bigger audiences. Practically no one 
questions the value of a spread in a national maga- 
zine, or the impact of a good TV show. Costs-per- 
thousand are reasonable enough. But, there are 
more thousands of subscribers and viewers these 
days than the medium-size advertiser can afford. 


Many firms pass up “good advertising buys” simply 
because they can’t stand the tab of a continuous 
campaign in national media. This explains the 
trend toward greater use of spot TV, spot radio, 
specialized consumer magazines, market-by-market 
purchase of newspaper space. On the other side of 
the fence, there are those who feel strongly that 
there is worth while sales- or impression-value in 
making big splashes periodically. In this way they 
can use the giant media and still keep within a 
reasonable budget. But, what is best? How can 
you make your advertising dollars work hardest? 


Again, there is no easy answer, nor is there one 
answer for everyone. You'll probably want to join 
the growing number of marketing men who are 
giving all media more careful thought, more careful 
consideration before buying, and then, once they’ve 
contracted for the space or time, carefully tailoring 
their message to the specific medium and its specific 
audience. 


One more squeeze is to be found in the uncertainty 
of the short-term economic picture. Are we in for 
a year of inflation, deflation or no “flation” at all? 
How are you going to figure your marketing ma- 
neuvers if you can’t gauge the trend in prices? 
Right now it looks like “no-flation.” But six weeks 
ago the inflation trend had the upper hand. Six 
weeks before that it appeared that deflation was 
about to set in. Maybe this isn’t a squeeze, but a 
quandary. Nevertheless, you are under constant 
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pressure to make marketing decisions and the sta- 
bility of the dollar is a vital factor. 


An extra squeeze that may gray your temples is 
the two-directional trend in product design. People 
are getting more bargain-conscious. Consequently, 
stripped down autos, appliances, houses and other 
products are finding a good market. But, at the 
same time, other people are treating themselves to 
the best: getting the deluxe models with all the 
extras. You'll want to cater to them, too. This 
two-directioned trend makes more sense when we 
look at the number of bargain-seekers who can be 
traded up—easily. We all get thrift-conscious at 
times and resolve to skip the frills on our next pur- 
chase. But, human nature and the lure of conve- 
nience gadgets usually win out and we rationalize 
our extravagance some way or other. However, the 
manufacturer is wise who keeps a simple low-priced 
model in his line and makes it easy for the sales- 
man to trade up to more costly ones. 


What does all this mean? Simply this: You had 
better get used to squeezes. They will tend to be- 
come the normal pressures of modern-day market- 
ing. We have all learned to work under pressure, 
now we've got to learn to work between pressures. 


DIVERSIFICATION. A group of executives of 
major corporations responsible for diversification 
programs of their companies have formed an asso- 
ciation for the purpose of exchanging ideas on 
technique and know-how. It is to be called the 
Association for Corporate Growth and Diversifica- 
tion. Organizing chairman is William Kean, Jr., 
Curtiss-Wright Corp., Propeller Div., Caldwell, NJ. 


WHAT IS A SALES EXECUTIVE? If we con- 
struct one from the recent survey made of the De- 
troit Sales Executive Club’s membership, we find 
that a typical sales exec is . . . a 45-year-old fellow 
who earns nearly $25,000 per year, lives in a home 
that cost over $37,000, and owns two automobiles 
and two television sets. He likes fishing, music and 
photography better than golf. 
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At Stop & Shop Stores tn Bostor 


Fresh, Pre-Ground 
offee in Pliofilm 
Lined Bags 


INQKOS ShOQOLELS 
S7O2B and SHOP/ 


Laborious, wasteful, in-the-store grinding is out at 


these famous Boston stores — and PLIOFILM has made it possible! 


Tough, strong, moisture-resistant PLIOFILM that seals in freshness. 


Sales are up — because people go for this fresh-ground, No pilferage—no spillage—no wrong grinds—and 


pre-bagged coffee. no complaints about freshness. Saves space, too 


FACT: Pre-Ground Coffee In PLioritm Lined Bags Saves 
* Space * Maintenance * Pilferage * Spillage * Trouble 
—while delivering roaster-fresh coffee at bagged-coffee prices! 


GOOD THINGS ARE BETTER IN . 
It’s an example of creative packaging, r 
better protection, better selling = 
made possible by Goodyear Packaging } 
Films. Write for facts on how these 
Films can serve your products! PACKAGING 
Address: Goodyear, Packaging Films FILM 


Dept. F-6434, Akron 16, Ohio. Pliofilm, a rubber hydrochloride —T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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Shower Lou longue Wf 
The Spokane Market is: 


4 times as big 
as it looks! 


It’s one of the West’s largest marketing areas 


Metropolitan Concept short-changes your sales estimates of Spokane 


Effective Income $1 ,922,915,000 
Total Spokane Market Retail Sales $1 ,287,109,000 
Farnilies: 344,000 ( Poy ulation: 1,108,200) 


The self-contained 
Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families. 


Effective Income $1,186,915,000 
Retail Trading Zone* Retail Sales $ 760,054,000 
Families: 201,800 (Population: 645,100) 

One of the largest areas 
in the nation The Spokesman-Review and Spokane Daily 


Chronicle reach 8 out of 10 families 


Effective Incor $519,983,000 
Metropolitan Spokane ="! 5+" $338,221,000 
Familie 87,500 Population 267 BOO) 


Hub and trading center 
of the Inland Empire The Spokesman-Review and Spokane Daily 


Chronicle reach 10 out of 10 families 


Totals ore cumulative, Population, households, income, sales Sales Management, 1957; Circulation; ABC Audit Report, March 31, 1956 


24 complete coun thes shown. Latest dato, with exception of circulation, unevoilable for parts of counties defined by ABC 
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MONTANA 
WASHINGTON 


Portland 


OREGON 


If you’re, measuring markets by metropolitan areas, better mark 
down the Spokane Market as an exception. Metropolitan data.just be- 
gin to reveal the full strength of this vast, isolated market. And a look 
at the chart opposite tells you why. By any index you use—population, 
income, retail sales—the Spokane Market adds up four times as big 
as its metropolitan area. And coverage? That’s exceptional, too. For 


you sell it all when you “A” schedule Spokane’s two big daily news- 
papers— The Spokesman-Review and Spokane Daily Chronicle 


THE SPOKESMAN-REVIEW Se Cow 
the Inland f mpire 
like 


‘SPOKANE DaiL_y CHRONICLE He 


1 out of every 
Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine 2 farnilies 
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Henry Prestin, general sales mandver, Holton and Hunkel Co., Milwaukee, Wisconsin, 


telephones an out-of town customer, as part of the “sequence calling” plan 


Me telephones 1000 customers a month 


..and 70% of his calls‘bring orders 


Not long ago, a Bell Telephone in order, one right after the other 
Company representative recom Mr. Prestin talks with 1000 cu: LONG DISTANCE RATES ARE LOW 
ie nae d 1 te rf phone idea } nown as t ym nth that way ind 
omers @ver ( i é ‘ 
r (pute nce ¢ allin lo the | lolton and Daytime Station to Station Calls £ 
0% of his calls result in sales, 
llunkel (¢ OMpany ol \lilw ike na emple First Each Added 
. = 3M t 
This wholesale florist sells to florists Recommendation: Call your Bell — oe 
ind greenhouses in 48 states Telephone Company business ofhce Philadelphia to Baltimore 55¢ 15¢ 
| | . \ representative will — explain Seattle to Portland, Ore 65¢ 20¢ 
ive separate lists —each with 50 s se » telephone tor 
para ways you can use the telepho ( Milwaukee to St. Louis $198 30¢ 
to custome! on it are calle d greater prohts in vour busine Ss 
) Miami to New York $180 50¢ 
( ich week Llenry Prestin the yen 
ement) . » is 
<a] . Fo Los Angeles to Boston $250 o¢ 
( ral iit manaver just te \| the BELL TELEPHONE SYSTEM & % 
operator W hen he is r idy to talk ¥ i Add 10% Federal Excise Tax 
Call by Number. It's Twice as Fast * a 
and sh place the calls to customer ‘ 3 : are 


| 
| 
| 


——— | 
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LETTERS TO THE EDITORS 


“angry" salesmen? 


Epiror, SALES MANAGEMENT: 

| have just returned from seeing 
a very excellent motion _ picture, 
“Twelve Angry Men.” The story was 
developed beautifully, the photography 
was well done, and the subject itself 
was one that certainly 
folding and _ realistic 
American public. 

But why do we once more have to 
see the so called “typical salesman” 
pictured in a very trite fashion as the 
gum chewing, fast talking, slow 
thinking clown of the film? Why do 
so many novels, magazine articles, and 
motion pictures draw that very false 
picture of the old fashioned, wise guy 
traveling salesman, with a superficial 
demeanor, and a silly crack in every 
other sentence uttered? Here is pub- 
licity we in 


required un 


delivery to the 


the selling 
could do without, and is perhaps one 
more reason for the lack of enthusiasm 
manifested by many in the College 
generation towards this field. 

I have worked with literally hun 
dreds of retail and wholesale salesmen 
throughout the United States, and 
have yet to come across that “traveling 
salesman,” as drawn by our play 
wrights and novelists of today. He 
has his average quota of human weak 
nesses and foibles, but generally has 
more independence, imagination, con 
geniality, and spirit than is usual in a 
hard ‘working bread-winner. 

It’s time for the true story of the 
American Salesman—and it should 
not take a Hemingway or O’Henry 
to write it! 


profession 


Murray Laub 
Lewyt Corp. 

Long Island City 

New York 


> “12 Angry Men” was produced 
by Orion-Nova Productions. It stars 
Henry Fonda and Lee J. Cobb, fea 
tures Jack Warden as the 


chewing” salesman. 


“, 
gum 


over the plate 


eprror, SALES MANAGEMENT: 
| have just finished tearing apart 


your April 19, 1957 issue. This is 
always step #2 in my reading of 
SALES MANAGEMENT. Step #1 is 


reading it through. Then I go back 
and remove those articles that I feel 
either I or someone else in the c m 
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pany would be interested in referring 
to later. 

In this issue I hit a new high for 
tearing out! I removed six articles 
out of a possible 23 articles. You 
must admit that you pitched some 
pretty good strikes in this issue! 

Bernard Sless 
General Sales Manager 
Bayuk Cigars Inc. 
Philadelphia, Pa. 


money-losing ‘bigness’ 


... Working with a medium which 


turned away from 


to profitable 


three years ago 
money-losing “bigness’’ 
though talent-demanding selectivity 
many of us at Cosmopolitan are say 
ing about your editorial, “I wish I'd 
written that!” 

We'd be grateful for permission to 
reprint your editorial for distribution 
to our advertiser and prospect list of 


about 2,200 names. 


William S. Campbell 
Publisher 


Cosmopolitan 


New York, N. Y. 


readings in marketing 


Eprror, SALES MANAGEMENT: 
I am editing a book of 
in marketing for Ilarper and 


readings 
sroth 
CTs, 

I would like to secure permission 
to use articles which were published 
in SALES MANAGEMENT Magazine 

Alfred L. Seelve 
Chairman, 
College of Business Administration 
‘The University of ‘Texas 
\ustin, ‘Texas 


& Permission granted. 


high spring sales 


Epiror, SALES MANAGEMENT: 
I was very much interested in read 


ing Peter B. B. Andrews’ article 
“High Sales in Second Quarter 
That’s the Outlook for Spring,” in 


114) 


your April 5 issue (p. 


(continued on page 23) 


complete 
coverage 


f : — 
sali 
MEDIUM ST 


«<4 
of and SMALL 
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metalworking 
plants... 


only modern machine shop 
offers you... 
Largest circulation..........52,000 


Largest number of 
plants covered... .... ...- 33,000 


Lowest cost per thousand. . .just $6.15 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly ! 

With Modern Machine Shop's massive 
circulation, you get the most complete 
coverage of all metalworking plants 
large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 
to do a thorough job in America’s biggest 
industry! 

For results you can see, put your 


money where your market is... in 


modern machine shop 


431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
and Products Finishing Directory 


bid) 


You know why a chemical engineer needs a methods magazine... 
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John P. Moorehouse 
Purchasing Agent 
Standard Pressed Steel Company 


“At Standard Pressed Steel, 
management's purchasing philosophy can 
be summarized in a single word—Results! 


“To achieve the optimum results required, 
we have found that a policy of selective 
buying js essential. This presupposes 
more than one source of supply and 
standardization within a competitive field. 


‘It's also important for us to know what 
other purchasing departments are doing 
and to learn something about our 
suppliers’ operations and problems... 

if we are to achieve the utmost in value 
buying. That's why a methods book 

is so important to me. It keeps me informed 
and helps me buy better, faster, 

and more intelligently.” 


PURCHASING 


' 

: 
au: 
the 


PURCHAS 


here’s why a methods magazine 
is just as important 
to industrial purchasing men 


Like the chemical engineer, the purchasing executive de- 
pends on his own “trade” magazine to keep posted on 
WHAT is going on and HOW to do a good job for his 
company. Without a good methods magazine, neither 
can do as good a job. 


For the industrial buyer this methods magazine is 
PURCHASING. 


From PurCHASING he keeps posted on value analysis, one 
of the latest techniques in scientific purchasing methods. 
In PURCHASING he reads significant case histories, 
reported by editors who themselves have purchasing expe- 
rience. Some of the methods covered regularly include sys- 


-tems for record keeping, purchase law, economic factors, 


and purchasing procedures that save time and money. 


This is why PURCHASING is read and studied by purchas- 
ing agents—the men who select sources of supply —to keep 
up to date on WHAT to buy and HOW to buy. 


The methads magagine for industrial buyers 


NG maa bh 
a Conover-Mast publication 


205 East 42nd Street, New York 17, N. Y. 
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LETTERS 


One paragraph particularly inte 
ested me and that is the second para 
graph in the second column on p. 
116, where he says, ‘Profit margins 
on sales of manufacturing corpora- 
tions declined from 5.2% in 1949 
to 3.6% in 1955 and 3.4% in 1956.” 

This is at variance with some of 
the information I get from certain 
sources and I am writing to ask if 
you would be kind enough to tell me 
the source of these particular figures. 
This would be very much appreciated. 


F. G. Atkinson 


President 
The Joseph Dixon C ruc ble Co 
Jersey City, N. J 


> The proht margin fhgures come 
from the Securities and Exchange 
Commission and are based upon sales 
and profits of all corporations which 
must report to that government body. 


SM goes to college 
We would be grateful to receive 


your permission to reproduce the text 
of the below listed articles in a forth 
coming collection of readings for col 
lege use. This book, tentatively en 
titled Readings in Contemporary 
American Marketing will be pub 
lished by R. D. Irwin of Homewood 
Il] 


Richard M, Clewett, Chairman 
Department of Marketing 
Harper Boyd 


\ssociate Professor of Marketing 


Northwestern University 


Evanston Il] 


executive mailing list 


Epiror, SALES MANAGEMENT: 

Do you have on Addressograph 
plates and available on a rerital basis 
a list of sales managers and adver 
tising managers of firms throughout 
the countrv ? 


Paul D. Kranzberg 


Padco Advertising Co. 


St. Louis Mo. 


Pm SaLces MANAGEMENT has the 
finest list available of sales executives 
in the United States, but we do not 
sell, rent or trade our subscription 


list. 
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Your salesman’s 


dealers or his 


competition - 


Your salesman’s ACB report covers every newspaper ad in his territory 


his own dealers. . 


releases. He’s in touch with the far corners constantly 


. competitive dealers... his own and competitive national 


. putting out fires 


... Starting fires of his own. The salesmanager gets a copy of the same 


Report. It’s more profitable to have these Reports than do without them 


RETAIL STORE REPORTS 
Will give you all detail 


of every advertisement 
you want to see if it i 
published in a daily or 
Sunday newspaper in 
the United States ° 
what dealer is adver 
tising what brands at what prices . . . what 
newspaper on what date, what size... what 
price on merchandise and what premiums or 
deals if any 


Frees salesman’s time for customers, by elimi 
nating his searching various newspaper office 
files for these ads 

At sales and advertising headquarters you 
can compare salesman’s performance in adver 
tising support . . . follow switches by dealers 
. +. rate your comparative dealer support. . . 
keep tab on free advertising received from 
detec estimate your cooperative commitments 
from week to week; cuts time on writing and 
reading reports. 


SCHEDULE LISTINGS 


Covers national ad- 
vertising tella where 
competitive came 
paigns are breaking 
Can be supplemented 
with Linage & Coat 
Summary Reports if 
desired 


FOR SALESMEN 


All pertinent a 
pearing in specified 
towns are mounted 


onto “accordion fold 
exhibits for sale 
men’s use 


ADDITIONAL SERVICES 


11 additional 


services are available 


Described in ACB Catalog sent free on 
request, or contact nearest ACB office 


The Advertising Checking Bureau, Inc. 


* Chicage (3) 18S. Michigan Ave. + Columbys (15) 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


A New York (16) 79 Madison Ave 
B 20 South Third St. + Memphis (3) 161 Jeflerson Ave. + Sam Francisco (5) 5! First St. 
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among news and management weeklies... 


FIRST IN CIRCU 


BIGGEST CIRCULATION GAINS, 
NEWS AND MANAGEMENT WEEKLIES 


1946 —1956 


In the past ten years 
the four news and 594,471 
management weeklies 
A 488 253 
gained over 1,581,000 
in circulation. 367,274 


Of that total gain, 


37.6%, or well over 


half a million, was 
131,129 


scored by one magazine— 


“U.S.News & World Report.” 


“USN&WR Time Newsweek Business Week 


Now more than 900,000 net paid circulation 


. a market not duplicated by any other magazine in the field 


SALES MANAGEMENT 


ATION GROWTH 


More and more of America's Important People 


are making their plans and decisions on 


what they read in ‘“‘U.S.News & World Report" 


Here’s a magazine devoted entirely to the essential 
news of national and international affairs. Useful 
news, original news. Nothing else. This growth dra- 
matizes the ever-increasing impact of the essential 
news on the day-to-day living and planning of people 
with big responsibilities—people who take their re- 
sponsibilities seriously because their decisions are 
big ones. 

One important point about this growth: it has 
come with the use of only the most voluntary of circu- 
lation methods— without the use of premiums, with- 
out salesmen, without sales in combination with other 
magazines. 

More and more of the important people who read 
and respect ‘‘U.S.News & WorLD Report’ are tell- 


SOME QUICK POINTS FOR ADVERTISERS 


ON THE “U.S.NEWS & WORLD REPORT" AUDIENCE 


Three out of four subscribers hold government and the professions 
managerial positions U.S .News & World Report’ con 


. sistently receives the most votes 
Family incomes average $14,826— y 


as the magazine in the news and 
highest of the news magazines 


management field most useful to 
in survey after survey of Amer them in their work, and the one in 


ica's leaders in business, industry which they place most confidence 


ing their friends and associates how this magazine 
digs out for them the useful news and crystallizes its 
meaning, week in, week out 

Think for a moment what this growth 
untary growth 


this vol- 
means in terms of advertising values 
Here, in one audience, is a concentration of the 
initiators and decision-makers in business, industry, 
government and the professions. Here, too, is a 
magazine that has those priceless qualities of being 
respected, believed, read and acted upon 

With lowest per-thousand costs in the field, 
“U.S.News & Wor.LD Report” is today an even 
greater value than before —a magazine which more 
and more companies are finding essential in their 
advertising programs 


USEFUL NEWS 
FOR IMPORTANT 
PEOPLE 


L.S.News 


& World Report 


Amertas Class News Magazine 


An essential magazine ... essential to more and more 


readers... essential to more and more advertisers 


For fully documented facts, contact your advertising agency or 
our advertising office nearest you. Advertising offices at 

45 Rockefeller Plaza, New York 20, NY. Offices also in 
Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis 


San Francisco, Los Angeles, Washington, and London 
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IT’S UNEARTHLY! 


MONITOR Sales Keep Going 
Up And Up, At A Rate That 
Is Right Out Of This World! 


Net-dollar volume for MONITOR’s first 
quarter 1957 was 239° ahead of the 
first quarter last year. MONITOR’s net 
dollar volume as of May 15, 1957, 
already exceeds that of the entire 
year 1956. And third and fourth 


quarter orders are rocketing in 


16 brand-new advertisers, and 13 
back forasecond helping, provide the 


power for MONITOR’s atomic surge 


Here are some reasons why MONITOR 


appeals so strongly to advertisers 


¢ 15 announcements on MONITOR de 
liver over 6 million listener home 
impressions — not counting the au 
dience reached through car radios 


and picnic-basket portables 


* MONITOR gives all advertisers max 
imum flexibility inchoosing thetime, 
frequency, and audience-groups that 


their marketing strategies demand 


® MONITOR Offers advertisers custom 


tailored merchandising plans 


* MONITOR'’S programming is fast 
moving, varied. Listeners really 
listen — because there’s always some 


thing interesting to listen to 


Now’s the season when America 
becomes a nation on wheels, With 
39 million cars equipped with radios, 
MONITOR will be traveling faster than 


ever, every weekend from now on. 


Want to come along for the cid 


NBC RADIO 


Now for the first time ... the idea-power a BH&G goes to work 


Bettor] lomes & Cardens 


CHRISTVAS IDE 


Perial THANKS LVN 


Better Homes & Gardens 


Christmas 
Ideas Annual 
Closes: Aug. 15 


On Sale: Oct. 18, 1957 


Things to do and things to . 


f make on ever age! Ideas for decorating the 
PEN! y pag rating 
sTice o tree, the table, the house, the yard. Gifts to make—to sew or to 


S | 23 
5 


aod SEW Db ey Sides 


bake or to build. Or to buy—for the house or the family. A marvelous sales 
WWMM, \\ RAIS climate for a wide range of products—from cookie mixes to television sets! 


WS 


d. 


HOME FURNISHINGS IDEAS ANNUAL KITCHEN IDEAS ANNUAL HOME BUILDING IDEAS ANNUAL , GARDEN IDEAS ANNUAL 
Closes: July 15, 1957 Closes: Oct. 15, 1957 Closes: Nov. 15, 1957 Closes: Dec, 13, 1957 
On Sale: Sept. 18, 1957 On Sale: Dec. 18, 1957 On Sale: Jan. 18, 1958 On Sale: Feb. 19, 1958 


DOES YOUR PRODUCT BELONG IN 1 OR 2 OF THESE POWERFUL BOOKS...OR IN ALL 5? 


Each BH&G Ideas Annual is a specialized extension of | market created by BH&G. Call your BH&G representa- 
Better Homes & Gardens’ famous ability to stimulate tive soon. Let him give you facts and figures on which 
reader action. When you advertise in these timely, — of these highly successful annuals are the best advertising 
selective annuals, you deepen your penetration of the buys for what you have to sell. 


Another success story from 


America’s biggest publisher of ideas for today’s living and tomorrow’s plans... 
Meredith Publishing Company 


Des Moines 3, lowa 


i ° ~-+ es | 

il vor ear 

| n vee oumnboen | 
a3% 


SALES MANAGEMENT 


To sell brassieres and girdles would you recruit an 


executive and sales staff from chemicals, drugs, appli- 


ances, auto parts—almost anything but soft goods? 
Bob Brown did—and the majority of his 220-man staff 
can truthfully declare... 


| Never Thought I'd Be Selling Brassieres! 


Back more years than I care to 
admit, my first sales manager told 
me: “Son, a good salesman can sell 
anything—because whatever he’s sell 
ing, he’s selling himself. 

\Ily second sales manager, some 
years later, was of a different school. 
His instructions, when he named me 
a district manager, were: “Hire men 
who've been working for the compe 
tition right in the territory in which 
ise them. You save time 


and money Two ways they already 


you want to 


know our product and promotion 
poli ies, and they have already built 
up a following among buyers.’ 

Since those days I’ve sold a lot 
taken an 


ulldINg severa 
building 


learned a little, and I’ve 
important part in 
substantial sales organizations, And 
wary as | am of glib oversimplifica 
tions, there are two basic concepts I’m 
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By B. ROBERT BROWN 


Vice-President in Charge of Marketing, 


Exquisite Form Brassiere, Inc. 


quite rigid about: (1) Never hire a 
salesman who operates by selling hin 
self; (2) Never hire a salesman be 
cause he has a following among Du 
ers of your product 

| think most sales executives to 
day would agree with me. We've 
come a long, long way from the days 
when a salesman would hit the road 
each season, his suitcases stuffed with 
tresh samples that were less impor 
tant than the fresh jokes (clean a 
well as dirty, for his boast was he 
could sell both sinner and deacon 
and he needed pure stories for the 
stuffed hi 


several notebook 


tormer) with which he 
head (and, often 
foo) 

1 can still recall clearly successful 
salesmen I admired in my youth—the 
best of them operated like the popular 
fictional hero of the day, “Get-Rich 


Quick-Wallingtord Lhey were glib 
Whatever product the 


carried, they did, in tact, concentrate 


breezy, way. 


on selling themselve kor them each 
sales call was a small war, the pros 
pect treated as an enemy to be con 
quered, the writing of the order the 
equivalent of the iwning of surrende 
terms 

As in any war, the 


Kill or be Killed 


were legitimate 


logan Wa 
and any weapot 
lhe object was to 
load up the prospect with the biggest 
order he could possibly pay tor. If 
putting 


on plished by 


this were ac 
over a tale so unsupportable, a deal 
o raw, that there could be no hope 
or evel selling the prospect again 
what matter? All that counted wa 
this year's commussions next 

the hills would be green with tresh 


prospects 


Former Selling Experience of 


Exquisite Form Silf Skin Sales Force 


HARRY GOLDBLATT 
Silf Skin National Field Sales Manager 


B. ROBERT BROWN 
Vice President Marketing 
(Waxes and Polishes) 


(Began career at 
Exquisite Form) 


HAROLD SILVERMAN 
National Chain Store Manager 
(Chemicals) 


Not tll the late twenties and early 
thirties, | believe, did the emphasis 
on building a “following” for repeat 
ales take over in small as well as 
large industry. And then, too, the 
remained unchanged ; the 


he worked 


it building up a “following” of buy 


basi theor \ 


alesman still sold himself ; 


ers who bought his line instead of the 
opposition’s because they liked Aim 
better than they like his competitor 

Between then and now, of course 
taken 


marketing revolution has 


place. Sales management has been 

equipped with a scientific arsenal 
invinyg trom motivation research ad 
ertisu Ludience ind eftectivene 


test market res irch and a host ol 
nvaluable merchandising and statisti 
al studi 


pe rsonnel 


to psy hological testing of 
\loreover as 


vert ny has 


national ad 
grown in eftectiveness 


ind importance, and modern produ 


tion and Management techniques have 
been more widely disseminated, com 
petition has become both toughe r and 
smarter, 

‘The net effect is, | believe, to make 
the sales force and its management 
the most important factors in the suc 
cess of any company. For, barring the 
patented unique product and_ the 
wildly successful $64,000 advertising 
program, the success of the American 
manufacturer today rests on the 
ability of his salesmen t8 present their 
product and its advertising, promo 
tion and point-of-purchase display 
more effectively than his competitor s 
salesman. 

Where does one find such sales 
men? How does one train, organize 
and guide them? Once they have 
reached peak effectiveness, how does 
one keep them? At Exquisite Form 
n the course of building, in 12 short 


IRWIN ROSEMAN 
Advertising & Sales Promotion Director 


(Watches) 


JOSEPH WAETZMAN 
Regional Sales Manager 


(Paints) 


vears, from pretty close to scratch to 
the No. 1 position, world-wide, in 
the brassiere industry, we have evolved 
some fairly successful formulas. 

Unlike most formulas, they are ap 
plied with a great deal of flexibility 
and, often, daring, and I believe this 
is why SALEs MANAGEMENT has 
asked us to comment on them. 

A glance at the chart on these pages 
shows the most important one. In the 
soft goods industry, where the tra- 
dition has been to build one’s sales 
force by luring away competition’s 
best men, we have pioneered in ig 
noring industry boundaries in our 
search for superior personnel, on the 
major as well as minor executive 
levels. And, insofar as our sales force 
is concerned, we have the strong feel 
ing that previous sales experience in 
our industry, and even 
quaintance with the buyers, is likely 


a close a 


SALES MANAGEMENT 


B. ROBERT BROWN 


Oil, Wax, 
Carbon Paper, Bras... 


If anyone could tell you—and mean 
it—that the laws of selling are immut- 
able, transferable and constant, he 
would be B. Robert Brown. Brown, 
who’s v-p in charge of marketing for 
Exquisite Form Brassiere, Inc., New 
York City, has sold a baker’s dozen of 
products in his day. His first job was 
gas station attendant (he was 17). He 
had been picked by Tide Water Oil v-p 
Frank Dickison as a salesman. When 
Dickison moved to Schick Repeating 
Razor Co. as general sales manager he 
took Brown along as a sales and mis- 
sionary man. 

Later Brown joined Dictaphone and 
when the stock market crash wiped 
out most of his customers he joined 
S. C. Johnson & Son, Inc. During the 
war he was National Division sales 
manager. In '47 he joined International 
Latex Corp. as national sales manager. 
Six years later he affiliated with Ex- 
quisite Form Brassiere as national field 
sales manager. 


J. ROBERT DEMMEL 


National Field Sales Manager 
(Automotive Parts) 


MIKE KOLENDO 
Regional Sales Manager 


(Drugs) 


to be more of a handicap than a help. 


The second major formula does 
not show on the chart. It may pet 
haps best be illustrated by noting that 
|. Robert Demmel, our national field 
sales manager, joined Exquisite Form 
only two years ago as a Salesman, 
without any previous soft goods ex 
perience. ‘The principle is: Promote 
1 man as rapidly as his capabilities 
prove themselves. 

The fact that | xquisite Form is a 
remarkable 


which has scored far greater annual 


growth company one 


gains than any other in its industry 


ind which has doubled, and then re 


loubled, its sale force in the course of 


the past six years is, of course, partly 
lepar- 


responsible for these radical 


ires from tradition. 
! 
But even more important in their 
formulation is our bas concept of 


1 
loing DUSINess. 
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I xquisite Form Brassiere, In Is 


in the brand-name, volume, fashion 
business. 

This means, first, that it must ad 
ertise and promote—which it does to 
the extent of well over $2 million 


annually, in television, magazines 
newspapers and other media. 

Second, it must produce and sell 
in sufficient quantity so that the econo 
mies of mass-production make a vol 


ume price possible for the higl qual 


ity of product which can alone bring 
repeat business and build a_ brand 
name. 

And, third, it must carefull 
ket-test, before mass merchandi 
the new styles and new designs which 


are constantly being developed 
keep pace with changing tastes in 
women’s wear. The essence of the 
fashion business is product change 


ind style mistakes are 


... and the Firm 
That Employs Brown 


From the 14-story New York City 
headquarters, all devoted to Exquisite 
Form Brassiere , Inc., the management 
sees a world full of opportunities. The 
trade pegs Exquisite Form as No. 1 in 
sales worldwide. Both Exquisite Form 
and Maidenform are privately owned 
firms. But the trade guesses Maiden 
form is No. 1 in domestic sales, with 
Exquisite a fairly close second. Today, 
Exquisite Form operates plants in 
eight countries. It is the U. 8S. sales 
agent for Silf Skin girdles. 


HERBERT LEEDS 


Merchandising Director 
(Educational Materials) 


LOU RASKIN 
Regional Sales Manager 


(Appliances) 


to be a luxury whi h al volume 


house cannot aftord. 


\ccordingly the moment a iles 
man joms the lorce the company has 
already equipped him with (1) the 
prestige of major brand name; (2) 


product the need for and acceptability 
of which has been pre-determined ; 


(3) retailers and consumers pre-sold 


by substantial and effective promo 
tion 
It our contention that t th 

point, business becomes people, that 
loOmMng good busine derive ro in 
derstanding people Successful sales 
nanagement, a I see it, can be boiled 
lown to three ba pr nciple I] ’ 


right, guide right, prot ide the richt 
NCEEHTIVE 
It eem to be the fashion these 


da when an executive dis 


qualities of the pe! onnel he want 


(continued on page 106) 


Heinz’ Second-in-Command 


For 30 years Frank Armour, Jr. has been famous 
around H. J. Heinz Co. as a man who works long, 
long hours, then takes home a brief case of work. But this 
intensely human man (who has worked at not being a 
‘big man” in his home town, Wellington Heights, Pa., ) 
is no greasy grind even though his application—coupled 
with a lively intelligence—paid off this month when he 
became executive v p oft his company. Second only to 
H. J. Heinz, Jr., Frank Armour has been successful in 
virtually every department of the company. For the past 
three years he’s been v-p, USA operations for Heinz. He 
took his first job with the big food company in 1927 
one week after he graduated from high school. He was 
a guide for visitors touring the plant in Pittsburgh. 
Within three years he’d worked in 18 different depart 
ments! Frank and Mrs. Armour work hard at community 
projects, are ardent rooters for their David, 12, who’s a 
Little League A Heinz executive said this about Frank: 
If you were to ask 100 Heinz people what qualified 
\rmour for this important new job you would get from 
99 of them an answer something like this: ‘Leadership. 
W hen you do something wrong he explains how you Can 
avoid making the mistake next time. He doesn’t scold. 
When you do something right he gives you the praise 
that has you charging around with enthusiasm.’ ” 


Philip Morris’ Marketing Man: 
He Began Selling By Influencing 


Who should know more about selling than a salesman ? 


Who should know more ibout) why people buy than 
people themselves? It might just be that the answer to 
both questions | { publi relations man.’ And it might 


just be that such reasoning caused Philip Morris, Ine. 
recently to name George Weissman to the newly-created 
position of director of marketing—with the additional 
responsibilities of directing and coordinating sales, ad 
ertising, market research packaging and public relations 
for “maximum consumer impact (jeorge Weissman is, 


primarily a crack public relations nan He's been aSSO 


ated with Philip Morris since 1948 when he was account 
executive with Benjamin Sonnenberg public ity consultants 
on the PM account. But he didn’t join PM. until 1952, 
is assistant to the president and director of public rela 
tions 1 he tollowing Veal he Wa made ay p (jeorge 
is a 1939 graduate of the Bernard Baruch School of 
Business of the College of the City of New York. He, 
his wife and their three children live in Port Chester, 
N.Y from which George commutes, toting the proverbial 


bulging ittache case 


THEY’RE IN THE NEWS 


BY HARRY WOODWARD 


The Go-Between 


Dorothy Noyes, v-p of the New 
Y ork uivertising agency Noves & 
proul In looks like anything but 

career woman Warm, pretty, 
Ing nes ust been appointed 
ial et sary of World Medical 


ociation to help | uropean medical 


evaluate and develop publi 


s in June 
lrance, Italy, Denmark to pra 
ce more of her magi Magi that 


tions programs—leave 


has made her probably the outstanding 
woman in medical advertising and 
public relations. In ’36, already su 
sful in advertising she helped es 
iblish the agency which bears het 
name. One of her first steps was the 
inheard-of formation of a clinical 
lab within the framework of the 
igen Since then she’ initiated, Oo! 
ranized and carried through to com 
pletion 100 different research studies. 
lake frozen orange juice: No one 
knew if it would retain Vitamin C 
when frozen. Dorothy Noyes con 
Florida Citrus Commis 

on it Was a question worth tackl ng. 
Dhen she yot Yale N itrition Labora 
t to make exhaustive sts. Result: 
‘arch determined trozen 
range juice retains 980% of Vitamin 
C. Recently she wondered how much 
ol his mail the average phy sician gets 
through. She contacted 10,000 MD's. 
And she learned that the average 
only 32 minutes a day 

presi lent, 


Advertising 


on these pages 


I he lively pictures 
vere taken 


lau Refining 


recently at one of Sin 
Company's famous 
harm Show And they’re typical of 
the more than 1,000 such entertain 
ments sponsored by Sinclair marketers 
who handle the company’s products 
I hey're a slice of rural life that city 
lickers know little of—they’re the 
farm family’s “My Fair Lady.” And 
they've generated so much good will 
for Sinclair that Farm Shows are as 
much a part of the company’s promo 
tional efforts as its national adver 


Sin lait 
marketers and dis 
ibutors—the men who sell the 


kor more than 20 years 


ha ipplied 


farmer in the 6 states of Sin lair S 
operation with the basi materials 
for faving these Shows In Sin 


lair's operations marketers sell on 


34 


commission out of a Sinclair-owned 
bulk plant. Distributors have their 
own bulk plants. ) 

These Farm Shows are a salma 
gundi of door prizes, lariat-twirling, 
square dancing (sometimes on roller 
skates!), hillbilly bands, one-act plays 
ind any other form of entertainment 
that might turn up. There’s nothing 
sophisticated about them. ‘The farm 
er's city cousins would probably label 
them fodder for the corn crib. But 
they're good, clean entertainment and 
they bring out potential Sinclair cus 
tomers in droves. 

very farm uses gas and oil and 
Today the bulk of farms 
are machine-operated, equipped with 
tractors, reapers, milkers, trucks. And 
the Farm Show gives Sinclair mar 


keters and distributors who serve the 


oil produc ts: 


farmer a chance to say “thank you” 


OKLAHOMA HOE-DOWN 
Sinclair Refining Company’s Farm Shows. The Shows 
have become as much a farm tradition as a Grange 
meeting. And out of them Sinclair has earned a warm 
spot in the hearts of farm families and good sales. 


-- 


bode 


Farm Nights Are 


This year more than 350,000 people will 
attend the Sinclair "Farm Shows," now in 
their 20th year. The company can't measure 
its return in figures, but it is certain of the 
good will value 
clair sales to the farm market are growing. 


. . and what's more, Sin- 


It’s part of one of 


for his past business and to build good 
will and prestige with prospects. 
‘These Sinclair marketers are helped 
along the way to a successful Farm 
Show by headquarters. A 
Cjuide Book which provides a com 
plete operating procedure is available 
as.a working blueprint. Newspaper 


company 


ads and handbills are arranged a week 
ahead of a show and so are spot radio 
announcements. Cost is shared by 
marketer and Sinclair on a 50/50 
basis. Window placards and news re 
leases to newspapers help get the ball 
rolling. And personal invitations as 
The hall or 
meeting place generally is a school 
auditorium, gymnasium or town hall 

a plac e familiar to the farm family 
and close to home. 


“ ” 
sure a good house. 


Next come arrangements tor enter 
tainment: Usually, and logically lo 
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Fun Nights In Sinclair's Rural America 


SOMETHING FOR THE BOYS... 
of 


run 


and the girls. Against a 
pennants and posters these young 


backdrop Sinclair 
farm folk 


Home talent always goes over best at these Farm Shows 


through a square dance on roller skates. 


DOOR PRIZES Even the youngest get in the act at 
Sinclair's parties. Door prizes aren't fancy but they're 
numerous, they're useful and they give people a grand 


sense of participation. This lad has just won a wallet and 


As someone said, “The acts don't have to be professional.” if he had his way he would order only from Sinclair 
| entertainers go over best. And (and frequently other company pe vho comes gets the micla | 
tten a square dance held at the sonnel) is on hand to help the ma and Home Book ind sometit 

end of the program with high school keter with the program. Sinclair deal an of Sinclair lighter fluid and on 

bands providing the musi ers are always invited, always intro of Sinclair household oil 
Sinclair provides decorations to give duced to the audience. Gruests receive ‘To get everyone participating there 

the hall a lively look. Banners and registration tickets when they arrive ire balloon-blowing contests, pie-eat 
pennants are designed tor ease of sus Ladies and the kids are given the tear ing marathons and other old stand 
pension tron beams \ttractive dis off, numbered type tor door prize by Phen come the door prize Ihe 
pla is) Sinclair merchandise lend ‘The men have space tor nate | inge trom quart cans of motor oil 
lor a pe 0 to be given dre make and model of tr k. Late to complete crank case refills and 
oor | | vhere people thank-you notes are sent to rie ind prize of five gallons of oil. Fo 
ec 8 earl ind ill ire made on prospect vive tl lacie there are household ites 
I he » i iit pres¢ itative have attended the Show | eryorne wid cosmeti and the ike I} j 
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ces 


the total investment is seldom over who attended This way Sinclair 
J keeps tabs on how its program ts being 
leach marketer who has run off a received 

barn how is expected to fill in a rom the response it ts obvious the 
mple but graphic Farm Show Re Farm Shows are being very well re 

port. It gives details of the Show, in ceived, indeed, During the last two 
luding cost and the number of people decades Sinclair's farm sales have 


i 


SINCLAIR 


CAN HE USE IT? You can just bet 
your boots, stranger! It’s another door 
prize and from the expression on this 
young farmer’s face you know that 
five gallons of oil are almost as wel 
come to him as a summer shower. 


steadily grown. And much of ths 
success can be traced directly to the 
warm feeling farm families have for 
a company that has provided them 
with pleasant hours of entertainment 
The Sinclair Farm Show will go on. 

The End 


SINCLAIR'S OWN That’s Bob Ryser, a Sinclair sales SIGNING IN... Everybody is careful to register. Because 
representative, entertaining the folks with his exhibition the door prizes hang on the ticket stubs. The men also 
of tricks with the lariat. His act always goes over big and fill in a card with their names and information about their 
people seem to trust a salesman who does rope tricks farm trucks. It gives Sinclair a good opening sales wedge 
sé SALES MANAGEMENT 
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What Companies Get the College Boys 
—And How Do They Do It ? 


By STANLEY E. SMITH 


This careful look at recruiting ac- 
tivities at Colgate during the last 
several months shows that an attrac- 
tive starting salary isn't enough to 
lure qualified men. One factor ob- 
viously has been heavily underesti 
mated by many firms: the personality, 
knowledge, skills of the interviewer. 


[his spring colleges across the na 
tion were descended upon by swarms 
of recruiters for business and in 
dustry. (Quiet campuses were trans 
formed into lively market places as 
personnel men bid and cross-bid for 


this year’s seniors. ‘lhe intensity of 


the competition Was reflected in the 


size of the starting salaries offered 
up trom five to ten percent over those 
of last year. ‘he average graduate 
could expect to earn $4,800 in his 
first year; many were slated for an 
income ot $6,000 or more. 

Recruiters for sales and marketing 


personnel, by and large, aimed their 


biggest guns at the liberal arts col 


leges. | For reasons why, sec box. | 
Some firms managed to snare the 
cream of the crop, while others had 
to settle for second and third choices 
and many were left holding a near 
empty hunting bag. 

Susiness is beginning to” realize 
that recruiters are no longer in the 
driver's seat. ‘That. position has been 
taken over by the college seniors 
themselves. During the past hiring 
which stretched roughly 


through March and April t was not 


unusual for an outstanding prospect 


SC asOon, 


oO receive aS many as SIX’ or more 
excellent offers from top companies. 
A hand like that vave hy n the op 


] | 
portunity to sit back and conten plate 


his winning vhile the reeruiter 
fidgeted with their card 
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\s a result, business is now forced 
to examine its own recruiting person 
nel and te hniques to try to discover 


what inducements ¢ 


r persuasions are 
needed to lure top prospects into the 
told. What is the most attractive bait 
to dangle before their eves ?: starting 
salary ? 


2 


extra benefits 


Or do the per 
sonalities of the interviewers ind 
their methods of presentation exert 
a greater influence over the boys? 


Obviously, the answers to these 


The “Ideal” Recruiter 


As The College 
Senior Sees Him 


1. Is between the ages of 28 and 
42. 

2. Holds a responsible job with 
his company. 

3. Has a thorough knowledge of 
the company’s background 
and policies. 

4. Is intelligent, well-spoken. 

5. Is neat, well-dressed. 

6. Is friendly, honest, sincere, 
sympathetic. 

7. Is a broad conversationalist. 

8. Has had interviewing experi- 
ence—was not just drafted 
from another department of 
the company to do the job. 


questions can only be given by the 


Zz 
seniors themselves. But be 
ore determining these answers, it 
ti ght he Interesting to see what the 
rrent practise ire. From a irve 
aken at Colgate Universit i nall 
but highl regarded liberal art ol 


lege in central New York State. we 


prospects of promotion ? 


can draw some generalizations. Com 
panies like Groodyear, Bauer & Black 
| SSO) IBNI New York Lelephone 
Procter & Giamble and Scott Paper 
among dozens of other firms, have 
for years made Colgate a happy hunt 
ing ground. Like other colleges, it 
enjoyed more popularity than evel 


this year. For the approximately 12 
seniors who were looking lor job an 
number ot top notch 


almost equal 


firms vied for the honor of signing 
them up. Many more had to be turned 
away for sheer lack of time and space 


) 

Broken down into categorie here 
is how the companies interviewing 
sales and marketing prospects rated 
in Starting alarie 
Appliance manufacturer $5206 


$4R00 


suilding products 
Food, ¢ lothing and 


Mail Order $4200 
Industrials $4800 
Rubber $4400- 5100 

accelerated 
Oil $4800-5 301 
Paper products $4800 4 


45000-6000 
Insurance $4200-4401 
Soap $4200 4 


Pharmaceutical 


Lhe plus wns imdicate substantial 


added 


clude a COMPA Cal 


inducements which may = in 

preteren ol 
location, an option to buy company 
stock, a profit-sharing plan, bond 
bonus plans, fat expense accounts and 
the usual fringe benefits. “Vhe ‘a 
celerated” refers to a system by which 
a veteran, a4 more mature 


red hot 


youngster 


or a prospect Starts at a 
higher salary and is advanced mort 
rapidly than the average recruit 

Dare figure however, do not tell 


the whole Story, a8 recruitel lor cer 


Colgate senior received firm bids 
Why Liberal Arts Men from General Electric, Bauer & 
Black, Socony-Vacuum, Chicopee 
Are Preferred For Sales And Marketing Mills (Johnson & Johnson), IBM, 
‘ Reuben H. Donnelley, A. T. & T., 


Linde Air Products (Union Car- 
nee cur Basle need le originatly Seles werk, ane euleetons are bide), and Vick Chemical. ‘The com- 


later made from these men for business management and super 
visory positions. The liberal arts courses broaden and condition 


BAUER & BLACK—We have shown a preference for liberal arts men, 


pany he chose was not the one offer- 
ing the highest salary, or even the 
second highest. What sold him was 


PROCTER & GAMBLE—The product of an outstanding liberal arts the impression that the company with 
which he signed was not too large to 


men to the many wide variations in humans and human behavior. 


program ie usually a versatile person capable of thinking logically 


Sen anne ilbéiabiiian lose sight of him, yet was moving 

rapidly; that the demand for the 

SCOTT PAPER CO.—They usually possess a broad insight into the product he would be selling would 

problems faced by Scott salesmen, they are able to adjust rather not be affected much by an economi 

quickly to the sales situation, ... they have better than average depression, and that there was a defi 
verbal skills and human skills nite pattern of advancement. 


Another much sought-after pros 
pect expressed similar opinions. “I 
wanted the opportunity to become 


AMERICAN SUGAR—Alimost all of our sales and marketing recruits 


are now taken from liberal arts colleges. 


GOODYEAR TIRE & RUBBER—We are looking for people who have well grounded in a company,’ he 
management potential and we think that the liberal arts graduate said, to get to know it so I know 
has a better chance of achieving that goal. where I'm Rony. I like a more per 

sonal sort of touch than most of the 

TIME, INC The perspective needed to understand a variety of companies seemed to offer.” 


marketing problems in a variety of different industries seems to 
be best gained in a liberal arts education. Salary Ranks Third 


LEHIGH PORTLAND CEMEST—We are looking for college seniors 


‘These feelings were amplified by a 
who have the capacity to think and reason in broad terms and, 


survey taken of the entire group of 
interviewed Colgate seniors. Asked 
to rate the relative importance of cet 


equally important, have the ability to express themselves clearly 
and succinctly, both with the written and spoken word. Our 


experience has been that a liberal arts graduate more nearty fits er . . £ 
tain factors in influencing their final 


decisions, they listed “promotion pos 
sibilities’ and the “nature of the 


this pattern than do graduates of schools where the curriculum 
is somewhat more narrow. 


A LARGE MERCHANDISER—The liberal arts man has developed firm” as their first two considera 
some qualities to a finer edge: tions. ‘Third on the list was starting 
a. He has learned to think for himself, salary, with extra benefits a poor 

b. Usually he has a greater degree of flexibility not only in fourth. 
his thinking, but in his approach to others. One of the most striking things to 
c. His working relationships with other employes are usually come out of the study was the pros 
smoother and more friendly than technically trained men pects’ impressions of the role played 
we have hired by the company representative, the 
d. And lastly, we feel the varied backgrounds of these men interviewer. In answer to the ques 
and their experiences in the usually smaller liberal arts tion, “Did the appearance and man 
schools allows them to “project” their abilities better than ner of the interviewers convey to you 
men who have not had this type of training. any immediate impressions of their 


firms?”, 81% of the applicants said 
PI 


‘ves.’ “To me,” commented one of 
the seniors, speaking for a large group, 


tain Companies are quick to point out. top-notcher approach the fantastic. In “the company was generalized by the 
Representatives of the Food, Clothing one particular instance, a boy was interviewer.” 
and Mail Order « iteygory inform selected as a Rhodes Scholar and will Another student felt that the re 
4 prospects that although the starting be studying in England for two years cruiters were looking for stereotypes. 
alary is low, and earnings may re in addition to which he has chosen “Tl took a look at the interviewer,” 
main low tor several years, there are the ministry for his life’s work. ‘These he said, “and thought, ‘Am I like 
more jobs paying over $L5,0000 in obstacles notwithstanding, two pres him, or could | be like him? Could 
these companies than in other cate tige firms have offered him summer I fit into the mold?’ ” 
yories. One firm, for instance, has and vacation “jobs” in’ England in In many cases, it was obvious to 
over 1,700 retail outlets, and the aver hopes that he will change his mind them that they couldn’t, or didn’t 
we salary of managers ot these out after the two years are up. Summer care to, “fit into the mold.” Some 
lets is SLO.000 Another, with 550 jobs for undergraduates, or course, companies, unfortunately, do not have 
outlets, quotes an average figure for have become a common means of at enough skilled interviewers to go 
managers of $20,000 tempting to line up good prospects on around. Men are pulled from their 
\loreover, the average figures con Commencement Day. regular departments to fill in during 
ceal unusual individual cases. Some ‘Loday’s seniors, however, are not the recruiting drive. Occasionally, 
outstanding sCnIOrs reach high above so naive as some companies believe this works out well, especially when 
the average in the competitive bid them to be. Neither starting salaries the man is drawn from the higher 
ding. In tact, the lengths to which nor extra benefits have the drawing echelons. But verv often results are 
sume recruiters will go to secure a power that one might expect. One most unhappy. Some of them not 
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Climaxing one of the happiest anniversaries in Sheraton his 
\fter 


Sheraton family now num 


tory was the recent opening of its new Philadelphia hotel 
nineteen years ol steady 


16 hotels in 32 


growth the 


bers Also celebrating an anniversary 1s 


cities 
Sheraton’s distinctive “magazine poster” campaign 
BBDO Boston is 


success of Sheraton 


now in its 


fourth big year proud to play a part in the 


continumg, the proude t name in hotels.” 


Z 
‘=a (2) 
Peelabanana, eatabanana,drinkabanana 
And if awards are 


that’s Bananaslang 


iny indication, this campaign for United Fruit 


Company is a bananasmash hit. As a consumer series, Banana 


lang was honored by Esquire magazine, and in Advertising 


lee Adapted for trade papers 


Bananas| ing won 4 prize in the 


Associated Business Publications contest. True to the campaign 


theme, Banana reader ship has been“ 


wholesome ind then some 


BATTEN, BARTON, 


©USriION eze 


Big, bold and beautiful, this one page ad dee 


for Armstrong Cork ¢ ompany 


i three-way job 
remarkable 
Lovato dole 
Armstrong dealer 


~ Cushion-kze thre 
new flooring that cushions 


First 


your steps with built-in au 


job was as a mere handising mailer to 
Then, the ad went to work in magazine 


than 14 million. Now, a 


rolling in store 


with a total circulation of 


more iretail 


fi play thre ime ad help 


keep Cushion-Eze sale throughout the country 


Su 
“po teme 
TOK SOT Rarer urrime « 


Newest number in American Safety Razor Corporation line 
| 


bids to make children home haireut is universal as the 


Sulut 
day night bath Supreme electric Home Hairceutting Kits include 
everything needed for proke Supreme Kit TV com 


lootaye tre the 


sional result 


mercials feature how-to-do-u 


angle. TY 
ASK 


money avinip 


time buys for Supreme include co-spon orship with 


veteran Pal Blades on a network and regional basi 


DURSTINE & OSBORN, INC., ADVERTISING 


WOO vie 


9 


kill the 


“price resistance” 


dragon! 


put on this 


PREPARED 
SALES 


MEETING 


ALL FOR JUST $35.00 


pops’ 

M4 | | } 

/ res j = 

“TO e } 

{ m 

litle 
us . . . el 
Pride in Price 

Here in one package i$ everything 

you need to stage a hard-hitting 


sales meeting—at small cost and with 
extremely little preparation Dra 
matic film highlights create deep 


lasting impressions of successful sell 
Used by leading com 
Effective for 


ing methods 
panies the nation over 


any type of business 


COMPLETE TEXT fo 


quidance ¢ 
remarks 


step by ster 


ontains instructions 


which you may read or 


improvise upon questionnaires 
that revea ndividual selling 
weaknesse sales problem to 


stimulate discussion 
highlights and ser 
up materia 


STRIPFILM 

situations, how price is always re 

> ative to value. Demonstrates 
Bac 


nq price 


SOUND RECORDING — narration by 
Harlow Wilcox puts the message 
across early f efully on 


ORDER NOW 


Send us your check for $35.00 now and 

save shipping costs (or we can bill 

you if you prefer) If material does 

not meet your need you may return it 

and rey only the small service charge 
0 


summarized 
j-home follow 


with rea tic 


of $10 


but don’t 
background 


and overall operation of the compan 


don't look the part 


KhOW enough about the 


to interview eftectively | requentl 
rapport with youny men lac king 
these Cases 

lhe experience of one company at 
Colgate this year provided a good 
lesson if nothing else ‘lwo repre 


entatives were sent to recruit 


I he 


some 


outstanding senior representa 


tives held positions of responsibilit 
in the ompany but had neve! lone 
this type of work before. Despite the 
tact that their firn one of the most 
highly respected in the count: thes 
tailed in “getting through to the 
prospects, and went away empty 
handed 

It comes as no Urprise therefore 


to learn that 94% of the applicant 
rated the viewer's style of 


When pressed 


further as to what were the outstand 


inter pres 


entation as important. 
Ing qualities of the interviewer with 
they 


mcerity 


impressed 
and “knowl 


were 


whom were most 


directness” 
edge ot the company most sre 


j 


quently mentioned. Friendliness 


OOK 


personal appearance and enthusiasm 


were also judged important 


Only two out of the seven met 
| poke with seemed to have a really 
honest approach said one senior 


eemed more like propa 
the 


\nother commented that 


| he others 


vandist and fellows resented 


this me 
ot the companies sent young men who 
appeared to have a “spiel” down pat 
but lacked background 
when asked direct questions 


Asked 


terviewers 


t 


Information 


for specifi qualities of ou 


l 
who impressed them ad 


ersely, the boys gave “cockiness”’ as 
the most common = answe! Other 
faults listed were poor speech the 
tendency to “put them on the spot,” 
poor appearance and dress, insin 


cerity, vaguenes ind falsification of 


fact 
conduct 


Recruiters their private 


1 difterent 


meeting with the eniors | 


¢ 3 Minutes from Grand Central 

¢ Convenient to Fifth Avenue 
Shopping 

® All Outside Rooms 


° Radio: Television: Circulat 


but in general there are two 
like to get 
while others 
first 
what 
shows 


wal 
main approa hes. Some 
to business 
Il ses 
ness afterward. 
‘The 
the 


while 


right down 
and busi 
the 
that 
“bull-session’’-busi 


330% favor the 


preter a bu sion 


But 


survey 


about 


prospe ts? 
A 7 ¢ 


1" prete! 


formula 
brass tac ks 


In addition to the individual intet 


ness 
approach. 
recruiters use other de 


ie¢ws, most 


ices to inform or persuade prospects. 
\lany companies, Tor example, go to 
great expense in publishing lengthy 
statistical data. It 
to them that as far 


prospec fuses and 


may be of interest 


as college seniors are concerned, this 
money is largely wasted. Very few 
of the applicants read them, not be 


cause they don’t want to, but because 
they just don’t have the time. “Don’t 
forget,”’ one senior said, “this is out 
last semester of college, and there are 
reports to get in and a thousand othe 
things to do. Besides, we should be 
able to get all of that information in 
the interview “ 

What it boils down to, then 


company to 


SESSIONS. 
is this. 


tor a recruit 


Ii 
good personnel from the college ranks 
it should have the following qualifica 


order 


rions: 


1. A starting salary roughly equiv 
ilent to, but 
than, its competitor's. 
for so-called 


necessarily greater 
This also holds 


‘extra’ benefits. 


not 


true 


4 \t least a 


for advancement 


tentative program 
showing that a per 
will be shown in. the 


sonal interest 


new employe’s progress. 

3. Interviewers or recruiters who 

match as closely as possible the quali 
“ ; f 

fications of the “ideal” recruitet | see 


box | 


date on the College 


books 


early 


+t. An 


Placement appointment 


5. Plenty of just plain good luck 
The End 


HOME OF THE FAMOUS 
‘Hawaiian Room’ 


to cover the cost of handling, 
plus postage both ways 


BETTER SELLING | 
BUREAU | 


Santa 


Angeles 


See your local travel agent or 
write Promotion Dept. 
for Brochure 152. 


Extensively Air-Conditioned 


ing lce Water; Tub and 
Shower 


NEW YORK CITY, 17 as > 


Chicago—Dearborn 2-4432; Boston—Hancock 6-6625; Miami—franklin 9-8331 


LEXINGTON AVE. at 48th ST., 


6106 Monica Boulevard 


Los 48, California 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Hardware Corp.... 

Richard G. Edwards, Director of 
Marketing, named y-p and Robert M. 
Cruise advanced to v-p, sales, Corbin 
Cabinet Lock Division. 


Ampex Audio, Inc. ... 
J. W. “Bim” Farrow joins firm 
as Director of Marketing. 


Anchor Hocking Glass Corp... . 
John J. Renard promoted to sales 
manager, Package Division. 


Batten, Barton, Durstine & 
Osborn, Inc. ... 

Charles H. Brower elected general 
manager and vice-chairman of the ex 


ecutive committee. 


Clary Corporation . . . 
Cseorge G. Alton appointed to 
newly created sales administrator post. 


Crane Co. eee 
Joseph W. Greene elected v-p 


sales. 


Ford Motor Co.... 
‘Thomas H. Holden appointed mat 


keting operations Manager. 


Jomac Inc... . 
Howard EK. Eldridge elected yv-p 


sales, and a director. 


Kentile, Inc... . 
Donald H. Uffinger appointed gen 
eral sales manager. 


Lukens Steel Co.... 
Willian | ° Mullestein Moves 
from general sales manager to V-p 


administration 


Mittleman, John & Sons. . 
Harold Silverman named y-p, sales, 


advertising, promotion 


Morris, Philip Inc... . 
V p Greorge Weissman becomes 
first director of marketing. 


Quaker State Metals Co.... 
H. Y. Smuck general sales man 


ager, appointed v-p. 


Williamson-Dickie Mfg. Co. ... 
W. G. (Bill) Vaughn moves to 


general sales Manager post 


Worthington Corp. ... 
\. Blair Powell named general 
sales manager of Mason-Neilan Di 


vision 


JUNE 7, 1987 


safe and 
secure 


Have Allied “‘Kleen-Pack” your china, glassware and other 
fragile objects. ‘“‘Kleen-Pack” is Allied’s registered trademark 
for the newest, safest method used in packing today. 


:PENDABLE 


CALL YOUR ALLIED MOVER 


...hes the No.| Specialist 


Ask him for your copy of “Before You Move’’— see your classi 
fied directory, or write Allied Van Lines, Inc., Broadview, Il 


WIDE Movina 


ALLIED VAN LINES ¢ WORLD'S LARGEST LONG-DISTANCE MOVERS 


4) 
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Like sire...like son 


Among thoroughbreds, prized qualities are handed down from father to son. 
In radio and television, too, championship can be transmitted within a family. 
WKY radio is one of America’s great pioneer stations. WK Y-TV quickly 
achieved dominance in Oklahoma television. Now the same experience, skills, 
and resources have been extended throughout the WKY Television System, 
creating stations that clearly lead in their communities. Experience proves: 


In thoroughbreds and in television advertising, it pays to choose a championship line. 


THE WKY TELEVISION SYSTEM, INC. 


P = WKY-TV Oklahoma City 
WKY Radio Oklahoma City 
WSFA-TV Montgomery 
WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 
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Looking for a 


DEALER 
LOADER? 


INLAND GLASS 
CARAFE SERVER 
Fine instant-coffee maker and all 


round pitcher—plu Wide mouth 


takes ice cubes for cool drink Also 


toy for coffee, tea, luncheon s« 


any hot drink 


carat pold decorations fused in 


heat-resistant gla lirass-plated heat 
ing stand. Two 8-hour candle Cor 
plete—only $4.00. Price lintained 


} 


Write us for dozens of other idea items 


Premium Division 


CLUB ALUMINUM 
*" PRODUCTS Co. 


1250 West Fullerton Ave., Chicago 14 


Looking for a 


CONTEST 
PRIZE? 


INLAND CASSEROLE 
WITH WARMER 


Popular, smartly styled table acces- 
sory. Milk white casserole is oven- 
proot, Attractive tripod warmer base 
is bright copper or jet black. Comes 
with two &-he. candles. Retail $4, 


Price maintained 


Write us for dozens of other idea items 


Premium Division 
CLUB ALUMINUM 
PRODUCTS CO. 


1250 West Fullerton Ave., Chicago 14 


WORTH WRITING FOR... 


Current Marketing Research 


Kive reports li Ira el] ind 
Higher Income Familie 


tables the income and occupational 


showing in 
tatus of typi il airline passengers de 
parting trom the \etropolitan New 
York Area on domestic flights; Mar 
ket for Inboard Boat 

' 


pleas ire boating types of boats, sta 


growth of 


tisti on their maintenance, markets 
and the importance of new develop 
ments and materials; The Market for 
(j;arden Supplies—sales in the garden 
upply industry and tables of com 
parative popularity of each type ot! 
implement and types of stores selling 
them; Market for Greeting Cards 


ales and trends with emphasis on the 


growth over the past few years; The 
Market for ‘ape Recorders tape 
recorders and magnet tapes their 
history, sales, markets and future 


with lists of manufacturers spending 
over $5,000 tor advertising tape re 
corders and $1,000 for advertising 
magnetic tape in consumer magazines 
mn 19 and 1956. For your copies 
of these report write to John steve 

Research Manager, ‘The Curtis Pub 
lishing Co., Ph ladelphia Pa 


Sales, Not Mergers 


\ccording to a report trom the 


Chamber of Commerce of the United 
States merger accounted tor only 
6° of the assets growth of the 1U 
largest corporations between 1920 
ind 1955, Corporation expansion was 


the result ot internal y owth through 


ales in the competitive market. ‘he 
total wmnount of issets nvolved in 
recent mergers the report reveals 


has been too small to have any la ve 
or even significant eftect on the struc 
ture of business FETE ill) Because 
the largest COMpanies have not been 
combining amony themselves there 
can have been no great ch mges in the 
tructure ot man ndustries ind 
markets stronge competion can 
arise Trom an acquisition which brings 
togethe medium-size firms trom dit 
ferent ndustries Such me vers in 
work to weaken the position of la 
companies in both industries, or con 


petition may be enhanced by alliances 


ot smaller companies ivainst the 
dominant firms of one industry.” For 
a copy ot “Alergers Repo t of the 
Committee on Economic Policy 0 
cents a copy write to | merson P 
Schmidt, Dhirecto Kconomic Re 
search Department Chamber _ of 


Commerce of the United States 


Washington 6, D. C. 


Families with Children 


In the years 1950-1960, U.S. child 
population will rise more than one 
third, while total population is ex 
pected to increase only one-sixth 
half as much. Births are expected to 
reach 4!/ million per year by 1965, 
and will probably exceed 5 million 
annually by 1970. This is revealed 
in a new compilation of data on the 
movement and change in the nation’s 
population. Included are population 
trends; distribution of population by 
family type; distribution of popula 
tion by age of wife and family status; 
family distribution of children by 
age; number of children per family ; 
projections of child population by age 
through 196 
by single years of age through 1965; 


° projec tions of children 


population and children by region and 
and state; 1955 registered births by 
state; 20-year record of U.S. mar 
riages and births 1935-1955; distri 
bution of expenditures for major 
products. For your copy of “New 
Information about Families with 
Children,” write to Allison R. Lein 
Inger | xecutive Vice President, Ad 
vertising Parents’ Magazine, 52 


Vanderbilt Ave., New York 17, N.Y. 


Liquor Advertising 


Advertisers of distilled-spirits 
brands spent a total of $27,662,937 
in magazines during 1956 to buy 
890.46 pages of space, according to 
a recent survey of the liquor industry. 
In dollar volume there was a 1.7% 
gain over 1955 expenditures of $27 
195,220. In pages there was a 0.2¢ 
decline from the 1955 total of 2,894. 


84+ pages \s in 1954 and 1955, the 


( 


four Magazines receiving the greatest 
olume of advertising from distillers 
were The New Yorker, Life, News 
veek and Time respecti ely. News 
week rose from fourth place in 1955 
to third place in 1956. The Neu 
Yorker received 511.74 pages ot liq 
or idvertising: Life 37.25: News 
week, 224.74; and Time, 219.69. Cue 
ind Esquire tollowed with 194.58 
ind 156.65 pages respectively. “These 
six magazines accounted for 55.2) ot 
all distilled-spirits advertising. Vodka 
showed the most sensational rise with 


07 Ss 
a 297.5% gain in page volume, jump 
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ng irom 34.25 pages in 1955 to 
136.15 in 1956. Data include liquor 
advertising in magazines by pages, 
1951-1956; shipments of domestic 
and imported distilled spirits into the 
U.S. market, 1956 vs. 1955; three 
year expenditure trend of leading 
brands by major categories ; magazine 
standing on liquor advertising, 1956 
pages; 1956 revenue. For the full 
report, “How Liquor Advertisers 
spent V hei Magazine \dvertising 
Dollars,” write to Andrew Cullen, 
Research Director, Newsweek, 152 
W. 42nd St., New York 36, N. Y. 


If You're Moving... 


This kit contains ¢ erything to 
make it easier. “There is a check list 
especially prepared to provide the in 
tormation necessary tor efhicient mov 
ing: Il “do these things,” 9 “do not 
do these things,”’ 9 helpful suggestions 
ror packing all your possessions In 


cluded are a transit insurance plan; 


printed labels “Do not move,” 
Fragile “Contents”: change of ad 
dress post cards; cards and envelopes 
tor notifying friends. For your ‘‘Movy 


r Day Kit,” write to FE. S. Wheaton, 
President, Wheaton Van Lines, In 
P.O. Box 1518, Indianapolis 4, Ind. 


Omaha-Council Bluffs Market 


1957 consumer analysis oftering 
market data on buying habits, brand 
preterences and store distribution. 
\Iore than 100 product classifications 
re overed including food, soap 
yroducts, drugs and toiletries, bever 
ges tobacco products automotive 
ind household appliances. Some of 
Ings: The number of families 
in the $3,999 and less income bracket 
went down 4.10% in 1957. A total 


of 48,156 families are now in the 


5000 or more group \mong the 
98 ORD families in the Grreater Omaha 
market 70.40% own their own homes. 
In YS, the use of b itter dropped 


60.20% from 63.2% in 1956 Use of 
nargarine went up from 76.4% to 
70%. Regular coffee showed a slight 

rease after five years ot! declining 
Valning Le tor 93.5% 
preterence Use of instant cottee went 


p only 2 Maxwell House re 


mained the tavorite with 59 3% of 
the lan ilie reporting they liked it 
best. Use of cake mix dropped trom 
WTO, 1 1956 to 85.5% tl eal 
\ yiniat lothes drve ire gainin 
Vicit eptance For a opy of I ine 
19 Consume! Anal of the 


Omaha-Council Bluffs Market 

vrite to Wayne L Sams. National 

a ertising “yg inage! The Omaha 
Vorld-Herald, Omaha 2, Neb 
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A Mayflower Move 


r is a Good Move! 


Any man you move for your company is an émportant man in 
your organization. If he weren't, you wouldn't be transferring 
him. You'll find that your salesmen and sales executives have 
confidence in Mayflower when their move comes. Here, for 
instance, is a note we received from a recent customer whom 


we moved from Wallace, Idaho to Richmond, California: 


“All the service was excellent. | would heartily recommend 
Mayflower, and I shall do it if the opportunity presents.” 


It’s a mighty good move to call Mayflower for your personnel 
transfers... Just phone your nearby Mayflower agent for 


America’s Finest Long-Distance Moving Service 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


B Mayiiowery 


NATION-WIDE 


FURNITURE MOVERS 


AMERICA'S FINEST LONG-DISTANCE MOVING SERVICE 


4 


5 


Now this 


don't Wwe Say Yes 


Why 
more often to sales 
doubt that its be 


a yood question: 


presentations? | 


wise we have hearts made of yranite, 
or we water in our Veins, Possibly 
ustead, it may have something to do 
alesman § approach and hi 
reparation or lack of if before he 
rake the call 
I think it 4 


a function of rapidly row 


with the 


fair to say that put 
ha iy Is 
ing importance in th® business world 


\lanagements are looking to thei 


purcha ny men tor idvice and guid 
affairs Vi ore 


ance nm manayement 


and more, Management and Purchas 
ng are becoming partners in busines 
partner in the quest for greater 
proht through more intelligent pul 
chasing 

elling and purchasing are two 
des of the same coin. ‘Vogether, they 


market which 
the keystone ot free enterprise 
\lanutact 


roods itl 


eate the competitive 


irers today are turning out 
HnmMense quantities Will 
sold? Will the con 


immer absorb all our production? ‘The 


the ( woods be 


cial point is not at the production 
ne anvmore, It is at the distribution 
1M which means the marketing and 
ell ny line lhe salesman theretore 
holds the key position, because he | 
the link between the makers ot goods 
ind the consumers. A terrible respon 


ibility rests on his shoulders. It he 


loesn't move all the goods American 


ndusti ! producing this country 
\\ I] he hye iding tor trouble Yet il 
46 


An Institutional Purchaser 


Looks at Salesmen 
By DAVID S. GIBSON 


Genera! Manager of Purchases 
Worthington Corporation 


my experience is typical, selling today 
is far trom what it should be—or 
what it could be. 

Put yourself on the other side of 
the desk, in my place. What will you 
look for in a salesman? How will you 
judge whether to buy or not? Will 
persuasive sales talk sway you? What 
riteria will you use to make sure the 
purchase you authorize is in the best 
interests otf you! company ? 

\t Worthington, we have a simple 
four-point rule to guide us in our 
buying. One of the features that may 
interest you about this rule is that its 
points have comparatively little to do 
with the personality, 
selling style of the individual sales 
although the factual 
material he presents and the reputa 


eloquen e ofr 
man himselt 


tion of his company are of utmost 
uNportance in reaching a judgment. 


The tous points in our program are: 


1. Is the supplier a good company ? 
sy that we mean, is the company rep 
resented by the salesman well spoken 
of in business circles? Is it financially 
sound not necessarily large, but a 
company whose assets and liabilities 
are in proper proportion ? Has it ever 
been cited by the Government for 
noncooperation in adhering to Gov 
ernment rules and regulations ? 


’ Can the salesman meet our pat 


ticular requirements and specifications 


for such things as Size, weight, speeds 
ethciencies, materials, color, deliver 
and so forth? 


3. Can the supplier render service, 
not only alter he rec elves the ordei 
but even before? In other words, does 
his salesman keep us informed on 
product developments and improve 
ments even when we have no specific 
requirements at the time? And, if we 
do buy the product and something 
goes wrong with it, does the supplier 
give us efficient service without a lot 
of quibbling and finger-pointing ? 


4. Price: This is evaluated in the 
light of the first three points in our 
buying program, minor 
tactors which may be given considera 


plus other 


tion, such as reciprocity or the pla 
ing of business with more than one 
source of supply. We try to make 
value, rather than price alone, dete: 
mine our purchasing. 

One hard fact we can all agree on 
is that the business world of 1957 is 
one of the most competitive we've 
ever known. That's all right: Where 
vou have healthy business you will 
find healthy competition. And healthy 
competition does not in any way em 
brace price chiseling. The era of the 
old-fashioned purchasing agent who 
felt he must always chisel a price to 
do a good job, is fortunately fading 
away. At the same time 


a good pur 
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Philadelphians are never without WCAU Radio. In a 47-county, 


W CAI | 5-state area, they listen to WCAU at home—on nearly 


2 million car vaities and when they’re away from home. 
PHILADELPHIA . . 


The fact is, 90% of all Philadelphians who go vacationing 
means stay within WCAU’s vast coverage area. This day-to day impact 
delivered by WCAU makes every season a selling season 


for products and services. 


lo y alt y You can count, then, on a larger, more loyal prospect 


list when you sell on WCAU 


wc | Alu a ne 


Represented nationally buy ¢ fadio wot Sale 
/ “4 Wi 


ee By far Philadelphia most popula tations Lak Pula lek Philadel phiay 
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hase ( leavoring to make a profit 
for h ompan by intelligent buying 
Cyo0d | hasing managers won't in 
a minatel pa price premiums 
that immot be justified for material 
and = =se ‘ No buyer can reach 
down nto the ompany prohts 

vhi h belong to the tockholder and 


c none iwa to supplier just 
because the hy ippen to be nice people 


| wonder how man alesmen real 


ze that whe a purchasing depart 
nent of a compar in buy materials 
visely at a 1% better-evaluated price 
n realit idding to the profits ot 

ie ompan it the rate of $I fo 

eve $100 purchased. expanding 


that vhere purchases total $1 million 


1, bette iob in bu ing represent 


S1O0O00 extra profit Similar! 450) 
with a 107 bette 


job means $500,000 in cold cash saved 


Ilion ind pours hase 


for the iu hase ompan 

And Ippose that mstead of 1% 
thre pu hase doe i // hertte iob 
On > 0) nillion or | hase that 
means $2! million of iviny Ol 

tra profit 

Let me emphasize again that p 
bya ! Wave do rieot iid ho ld 
ror ol ler price alone \ pu hase 
vho tris to beat down price at eve 
opportunit will eventually deteat h 
own end hye i ( he wont vet ervice 
when he want t ind he shuts hin 
ell off fron reative ideas and iv 
restion that ile men nv ivht take to 
him it he were more cooperative 

Yet ile fr pu cha Inv Manayel Can 
iwhieve mMportant iVinys without 
price chisel ny by standardization 


by intelligent modifying of spe 


heation by cooperating with 


Miiitivy new prod ict 


Mt equipment, or new ways to make 
Nd )) ad t In tact ome of the 
finest mprovement 1 purchasing 
have cried ibout through intelligent 
ina « eative (Hope ition between i 


purcha mnie ivent ina ' ilesman 


tackling i problem tovethe 
Naturall ever 


How to get them con 


tlesmar want 


ritute thre int of elliny lf | were 
| ] 
tiestan the my oth compan we 
ilk ft I) fred f not tho mds ot 
| ’ 
( rien) ¢ ich Cu | hink | Wo | 
je il ifftention to thre ¢ pot 


Know your product and its proper ap- 
plication: = That 


the amount of time 


sounds obvious yer 


i pu chasing man 
hy to Waste 


know 


bee ause salesime 1 don't 


what they're talking ibout is 
ippalling \ salesman yreatest asset 
tou his product knowledge and it 


tukes hard work to get that knowl 
edge. A purchasing manager will bless 
iri tlesman who saves him t me by 


U id e on the right 
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product selection and application. A 
rood purchasing man will make use 


of that knowledge or see that orners 


> 


1s oOmpany do 


Salesmen become so wrapped up in 
the product they sell that they often 
forget to tell us about the company 
they represent: We want to know a 
lot about that pack 


rround number 


ompany: ifs 
ind financial worth 
ol employe amount of money spent 
ol esearch, and other tacts that b tild 
ip acceptance in the mind of the pu: 
\fter all, we have to justify 


own management the choice of 


( haser 
to our 


ipphlier. 


Salesmen waste too much time: ‘The 
act ial 


chaser Is a 


time you spend with a pul 
mall part of the working 
ofhce 


traveling and occa 


day when you consider your 
work eports 
ional Waiting in the re eption roon 


There’ 


idle conversation, 7 he 


OC asional. 


| hope very 
little place rol 


papel work too 
ending out inquiries, tabulating and 
evaluating quotations writing put 
chase orders and making reports. 
ile men hould therefore come to the 


pont quick] stay on the 


not vet dive ted 


point and 
Strict attention to 


yisiness is a fine thing in a salesman 


Proper timing pays off: If a pur 


chaser Wants to see a salesman, he 


wants to see him today or tomorrow 
not next week, And 


alesmen sometimes make their gen 


less expe! en ed 


eral calls too early in. the morning 
before we've had a chance to read the 
mail, or too late in the atternoon 
when were trving to get the letters 
igned and still make the car pool \ 
ood salesman knows what to say 

top talking 


tp) in order 


when to when to ask 


ind when to leave 


First impressions are important: 
When illing on a purchaser for the 
! t time, the in. establish 


such th ny 


salesman 
i good first impression by 


{ 


Ld His ipproach: It sho ld he 


triendly b it not over-famulia 


® His manners 


res all the old fashioned salesman who 


some of you may 


used to drag his chair across the room 
and sit down at your elbow or lean 
on your desk and read your mail 
while you inswered the telephone 

© Use of bad lang lage or question 
hy] ' ; 


ibie stories is out 


@ Neat appearance is important. 
Don’t be overdressed, though, because 
wary of the 


flashy, racetrack type of dresser. 


most purchasers are 


Find out the purchaser's problem: 
The salesman will save time and may 
yet himself an order if he gets all the 
facts bearing on the problem at hand 
before going into his sales talk. 
Strange as it may sound to you, all 
purchasing men like to be sold: Why 
Is you! product any better than com 
petitive products? Help the purchase: 
to justify in his own mind why he 
should company’s money 
with you. Do vu really have the 
best? Why? Don’t just recite a 
canned spiel. Have a pertinence and 


spend his 


meaning to what you say, and show 
how the deal can mean savings and 
dollas proht tor the purchaser's com 
pany. 

Sometimes salesmen are not com 
pletely “sold” on their own products: 
This is obviously an untenable situ 
ation, not likely to produce an order. 

Some salesmen are not dependable: 
‘Their word is not always their bond. 
Don't mislead by wishful thinking o1 
exaggerated statements. If your ship 
don’t let the 


expect something different 


ment is bad, say so; 
purchaser 
If you don’t have 
admit it; 
then go find the answer. No purchas 
likes to think he is being cultivated 
when he is only being trimmed. 


from what he gets, 
the answer to a question 


Salesmen should never indulge in 
arguments: Remember, you may win 
an argument but lose an order. 


should 


‘Tempers ol poise should not 


Salesmen always be good 
sports: 
be lost along with an order. Remem 
ber Many call many quote but lew 
get orders because it is impossible to 
rive business to everyone. Once the 
purchase1 makes a decision if is not 
wise to criticize the decision even if 
vou don’t agree with it. seing sour 
yrapes today won't help your oppor 
tunities tor tomorrow, 


Finally should sell the 


right people: In other words, find out 


salesmen 


who controls or influences the plac ing 
of business. Remember, however, the 
purchasing man can be your best 
triend if you will let him. If he does 
not control o1 influenc e the decision 
as to who is to receive a particular 
order, he can tell you who does 

We in purchasing try to buy effi 
ciently and wisely. Sometimes we 
achieve that goal: often we do not. 
Yet all of us strive to develop friend 
ships in the selling field and to earn 
the respect of salesmen. 

Respecting and understanding each 
other's objectives in selling and n 
we can all do a better job for 


The End 


buying 


the companies we serve 
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How to be sure of swift shipping 


Ed's heart was quite heavy ‘cause shipping had slowed Eddie's walking on air now no longer depressed 


And his boss used to ride him and add to the load His dependable shipping is RAILWAY EXPRESSed 


"The big difference, is 


No one can afford slow shipping! It costs too much money, 


wastes too much time, and loses too many customers! 
That's why shipment by Railway Express is such a good buy 


you can always depend on speedy deliveries. And you get i LW4 L 


coverage no other company can match, for Railway Express E XPRESS 


reaches some 23,000 American communities. Now, 4 - e y 


with Railway Express’ new World Thruway Service, 
you can speed shipments to and from almost anywhere 


in the world! So, whether you're sending or receiving, 


here or abroad... always call Railway Express, the 


complete rail-air-sea shipping service. 
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( 
st 


volume was up 6.1 


I 
$737,996,000) 


are 


of co Op space 


; 
exclusive of production costs and the manufacturers 


Newspaper Advertising Continues 


‘The natior’s daily newspapers had a good year in 1956. National advertising 
%, for a total of three-quarters of a billion dollars 
. The data below show the 1956 dollar volume figures 


by classifications and the percent of change as compared to 1955. 


$ 


Agriculture 


= 


16,105,000 


Educational 


Alcoholic Beverages 


$65,837,000 


Amusements 


$1,545,000 


Automotive 


$182,214,000 


Confections 


$3,844,000 


Groceries 


Hotels & Resorts 


Housing Equipment 
& Supplies 


Industrial 


$14,186,000 
Lavinietsieen : 


Publications 


$20,010,000 


$1,919,000 


$24,439,000 


$1,911,000 $149,011,000 $15,753,000 $33,166,000 $18,832,000 
Insurance Jewelry & Medical Miscellaneous Professional & 
Silverware Service 


$32,836,000 


$1,011,000 


_—_ 
Public Utilities 


$17,758,000 


Radio & Television 


$22,043,600 


Sporting Goods 


$3,990,000 


Tobacco 


$26,005,000 


PICTOGRAPH BY 


Toilet Requisites 


$36,480,000 


Transportation 


Wearing Apparel 


$9,590,000 


$39,511,000 


Sources: Bureau of Adver- 
hising, American News- 


ion, and Media Records, 


ne., New York, N.Y. 


E Publishers Associa- 
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Grand Rapids 
City Zone 
now 261,977 


and the PRESS covers 


= . _ 
i Sas Wa a 


~segggeaaaiamaes better than 4 out of 5 homes! 

Detroit 2,121,699 | 

| GRAND RAPIDS 281,977 5 

| Flint 257,475 hy The Grand Rapids market is booming in 

| Royal Oak 160,741 sales, zooming in population! 

Lansing 143,567 Your product can be sold here, thoroughly 
Pontiac 124,751 |) and economically, with a single newspaper . . . 
Saginaw 106,628 é the Grand Rapids Press . . . the newspaper that 
Kalamazoo. . . 89,213 iy is growing right along with this phenomenal 
Muskegon 87,819 | market. 
Battle Creek 69,798 ( The Press offers you city zone coverage in 
Jackson 64,359 more than 4 out of 5 homes. Total circulation 
Bay City 62,460 Bs of 114,793* is 63,954 more than any other 
Port Huron 62,283 West Michigan daily. 
Ann Arbor 53,552 4 


(ABC City Zone Populations) § 


. € 5 au 
yg SIA EARS, ABC Publisher's Statement Sept. 30, 1956 


WEST MICHIGAN’S LARGEST MARKET 
CAN BE YOURS WITH YOUR CAMPAIGN IN 


The Grand Rapids Press 


THE BAY CITY TIMES «THE AWM ARBOR WEWS 


f SAGINAW NEW" ACKSOM CITIZEM PATRIOT 


SPAPERS 


FLINT JOURMAT THE GRAND RAPIDS PRESS 
KALAMATIOO GAZETTE THE MUSKEGON CHROMICLE 


NATIONAL REPRESENTATIVES: AH. Kuch, 2 


Superior 7 4680; Brice McQuillin, 785 Market S 
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; 
’ 
| 
| 


unusual talents 


have rather 


if you 


an orator, you are one of those rare birds 


who may be better off using no slides 


than 200 guests at the 


tantl 


1 he Thieore 


le onvention it back ¢ K pe 


Ih vas no ordinal peaker coming 
1p peciall imported-tor the 
iso iuthorit 
In hi opening remark our tamed 
! theoretic il yucst peaker ad 
ed his audience that his talk would 
be accompanied b lide filn to il 
| trate Ke pont 


\ flick of the light switch plunged 
darkre the 


word ap 


peaker 
emi legible 
pearing on thre proyected Wage ; thre 
rammed to see \s the talk 
progressed the enjoved the iw ot 


h Wa not only 


legible Hit functionall re] 


hand 1 he 
itil the 


wicca ional licte whi 
ited to ihe 
have 


bject at might 


‘do owith hin bitter end 


but when slide 12 remained on screen 


fo riirauite it was a little too much 
bron that poimmt oon the onl ques 
) Val \ hye hy ! leep had bee moi 


pri irl b the poker Alvi 

the pre us evening or was the 
peak ill hat bad 

()} e, th ouldn’t happen to 

i our pre entation or could 

a? ( Ihe lamentable tect 

that you and | are witnesses to 

poor pla poorly illustrated 


presentations more otten than we like 


to recall—and this is an age when 
the average businessman is called on 
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as 


Should You Illustrate 
Your Talks ? 


We live in a visual age. The result is that many of 
today's audiences not only accept, but expect 
visual reinforcement of a verbal presentation. Yet, 


Do you? 


not everyone knows how to use such aids effectively. 


By JOHN E. DUNCAN "4 


Manager, Audio-Visual Programs 
General Electric Co. 


more than ever to meet and con 


quer his listeners. 

\ tremendous amount of time and 
traimimg has deservedly been devoted 
in recent years to public speaking, et 
and that entire 


tand 


fective presentation, 
area which embraces the art of 
Ing on ones teet and with due regard 


to delivery, style change ot pace, 


enunciation, and so on, charming o1 
admonishing an audience. Far less at 
tention has been vyiven to ettective use 
ot illustrated 
that most common of all visual forms 


material particularly 


the lantern slide—as a means of aid 
ing both speaker and audience. Here 


. there is a wide range of artwork 
available to you. ... 


are some useful suggestions in this 


neglected field. 


When Not To Illustrate A Talk 


a Tew exceptional ‘ 


‘There are I 
cumstances in which it makes good 
sense to dispense with illustrations. 


We can examine these briefly 


Exception I: If you have unusual 
talents as an orator, you are one of 
those birds 
off not to use slides or other 
tive material. In fact, you and the 
may find that 
distraction, that they detract from the 
force of your style and delivery. Now 
then, shall we quickly add that few 


? 


who may be better 


illustra 


rare 


audience slides are a 


of us fall within this category 


Exception 2: If your talk is of a 
philosophical nature, if it deals with 
abstract material, like policy-making 
you'll do well to skip the illustra 
tions. Ideas and concepts do not lend 
themselves to visualization. If you feel 
you must have visual support, yeu 
might settle for the cartoon technique 
Fortune magazine uses to enliven at 
ticles which may be a bit heavy. 

Exception 3: If you are a confirmed 
“ad libber’’ or extemporizer, don't 
gamble with slides. The slide pro 


jectionist takes his cues from a copy 
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. the more approvals you seek 
the more opinions you'll get. . 


of your script. If you depart ‘freely 
from the script, the projectionist, left 
without cues, might well throw on 
slide 10 just when you were expecting 
slide 8. “True, you could arrange to 
signal him by buzzer, but this meth- 
od is a poor substitute for fixed script 
cues, and one unlikely to lead to a 
smooth presentation. 


Exception 4: If the slide bears no 
direct relationship to the subject mat 
ter, don’t let anyone talk you into 
using it for its own sake. And _ by 
no means let anyone talk you into 
showing something in questionable 
taste “just for a change of pace.” 


Why and When 
To Illustrate a Talk 


Let's hope that these exceptions 


have not discouraged you from il 
They 


shouldn't have, because they are ex 


lustrating your presentation, 
ceptions. 

Here are cogent reasons why you 
should illustrate your talk: 


l. We live in a visual age. We 


are constantly exposed to images 


through movies, picture magazines, 
photography, and, 


In many if not 


tabloids, amateur 
of course, television. 
most cases, an audience not only ae 
cepts but expects visual reinforcement 
of a verbal presentation. 

2. Illustrations add impact to your 
speech. Correctly timed, a dramatic 
photograph or well-rendered piece of 
artwork has great force and helps you 
make your pot with maximum et 
fect. 


? 


3. Illustrations make your subject 
easier to understand. It’s fine to talk 
about the new cam groove lever you've 
developed. But why not show it on a 
slide, so an audience really sees what 
you're talking about? (Of course, 
show the lever itself if it’s big enough 
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to be seen, and not too big to be 
lugged on stage. ) 


+. Illustrations provide your audi 
ence with orientation. For instance, 
let’s assume you're going to cover the 
four ways to increase sales this year. 
Slide reterence to these four points 
will not only help guide your audi- 
ence, but will clarify the material tor 
them. 


5. Illustrations are valuable as vet 
erence pieces. And too, long after 
your presentation, the investment you 
made in photography and artwork 
may pay dividends through their sec 
ondary use in promotional pieces, 
space advertising and other media. 


How to Go About 
Illustrating Your Talk 


Many speakers are sold on the idea 


of using illustrations but have a limit 
ed knowledge of how to get the job 


Make sure all lettering is en 
tirely legible. 


done, not to mention the techniques 
involved. Procedures are not com 
plex, but they require that you work 
with people who have experience in 
this field. he do-it-yourself approach 
will prove either costly or ineffective 
usually both, 

Here's a step-by-step summary of 
what should be done. (Once again, 
let's confine ourselves to the use of 
slides. ) 


1. Draw up an outline of your 
talk. ‘his will give you a pretty fair 
idea of how much time each area of 
your subject deserves. 

2. Prepare a first draft. At this 
stage, do not concern yourself with 
detailed visual needs. Make a rough 
list of points you feel should be illus 
trated. Beyond this, you'll be better 
off to not have too firm ideas about 
illustrations. 


3. Get acquainted with a man 
whose professional specialty IS audio 
visual planning and writing. He may 
be called an audio-visual writer or a 
presentation specialist. ‘his is— the 
person who, trom now on, will be of 
help to you. Review your draft with 
him. Discuss the time and place of 
the presentation, length of talk, type 
and size of audience, type of tacilities 
available, budget for illustrative 
needs, source material available, youn 
own ideas about illustrations. ‘This 
meeting should provide him with an 
opportunity to grasp the “feel” of the 
subject matter and the relative im 
portance of various areas of the talk 


4. ‘The audio-visual man, having 
read and re-read the dratt, develops 
his initial ideas for illustrations and 
meets with the other key man who 
will influence the success of yout 
presentation—the artist, or visualizer 
Working as a team, these men de 
velop the complete 
your talk, employing their combined 


“visuals” for 


knowledge of color, style, size, in 
pact, techniques, and costs. 


5. ‘The proposed visuals are gone 
over with you. ‘This gives you a chance 
to incorporate any revisions you ve 
made in your speech, and to detect 
technical errors in the illustrations 
In the course of this review, you and 
the audio-visual team should reach 
full agreement on the work Addi 
hould 


amount to no more than LOC, at the 


tions, deletions, and changes 
outside, 

6. ‘The artist orders the finished 
illustrative material for each slide, 
making sure the “finished art’ re 
quirements are clearly understood by 


the assigned artist or photographer 


7. A few days later, the finished 
are checked out 
by the audio-visual writer and artist 


art and photograph 


Make sure the text reference 
supports the slides. 
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and any complex renderings are re 


viewed by you. 
/ 8. All illustrative material is pho 
J ae. tographed, and transparencies are 


matted and mounted. ‘The audio 
visual writer inserts the cues in their 
proper place in the talk. 


9. Slides are projected in a re- 


AKRON hearsal of the _ presentation. Only 
METROPOLITAN minor changes in slide cues should 


AREA be necessary at this point. 


(Summit County * 
0 in 10. Now it’s your turn to spell 


bind your audience. But before it’s 
time for your speech, run through a 


rehearsal with the projectionist on the 
job and be sure he has a copy of your 
script. Don’t make last-minute changes 


without notifying him. 


e 
Biggest One Techniques of Slide Illustration 


e ‘The steps outlined above need not 
Newspaper City be expensive or out of line with the 


e e presentation requirements. But rhe 
in the Nation uninitiated speaker may ask why he 
should not save some of these steps 
by outlining his needs to the artist 
directly. “he answer is that short 
cuts such as this usually do a dissery 
ice to the speaker himself. Working 
as a team, the audio-visual writer and 
isualizer have a knowledge of slide 
techniques that even the most com 
petent speakers would not contest. 
Here are some of the guideposts ex 
perience has taught them to follow: 


Make sure illustrations are fun 


tional. 


_ MEDIA COVERAGE OF AKRON METRO AREA 


Make sure the correct art technique 


Media Circulation | % Coverage is used, considering subject matter 

AKRON BEACON JOURNAL daily 132,934 | 96.5% vudience etc. 

AKRON BEACON JOURNAL Sunday | 126,165 | 91.6% ne ee a 
Cleveland Plain Dealer daily 13,760 10% “tess the slides don’t scatter 
Cleveland Plain Dealer Sunday 8,342 6% them. 

Cleveland Press daily 1,366 1% Determine the right length of time 
Cleveland News daily 548 | less than 1% to keep each slide on screen. 
Poe See: ~ a ~ Make sure the text reference sup 

ports the slide and vice versa. 

Add the smashing impact of color to give your Cue the slides for proper timing. 
products stand-out attention and action in the Determine the best-size slides fo: 
thriving Akron market. Black and one or the facilities available. 

two colors and full color are all available daily Know when to use photography, 
and Sunday in the Beacon Journal which when to use artwork. 

ALONE provides complete coverage of the Akron Make sure all lettering is legible. 
Metropolitan and Trading Areas without waste. Make sure the slide is not too 


“busy.” 

Choose correct colors to avoid “vi 
bration.” 

Make sure the slides have a family 


resemblance. 


AKRON BEACON JOURNAL 


Ohio’s Most Complete Newspaper Avoid too many “word” slides. 
STORY, BROOKS & FINLEY, Representatives Examine possibilities of wide-screen 
JOHN S$. KNIGHT, Publisher slides and other spec ial effec ts. 
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. a dramatic photograph, or well 
rendered piece of art work can have 
a tremendous effect 


Use horizontal not vertical illustra 
tions. 

Use the “build-up” technique when 
possible. 

Plan for slide dissolves when pes 
sible. 

Make sure the slide material reads 
from left to right. 

Identify significant areas of each 
lustration when necessary. 

All these elements are part of the 
skill possessed by the artist and audio 
isual writer. By all means, take ad 


intage ot their know how 


Costs for Illustrating a Talk 
Costs for illustrating a talk cover 


three bas areas: 


i. Man-hours required by the 
audio-visual writer and visualizer to 
ale elop and follow through on your 


total needs 


’ Cost of finished art 


5, Photographi cost for shoot 


ing, processing, matting and mount 


ing the act ial slide 


Since these costs iry according to 
location presentation requirements 
budget, and other factors, it might 


be misleading to suggest specif dol 


had sleep been induced by that 
poker game the previous evening, or 


was the speaker really that bad. 


The Do’s and Don’‘ts 
of MOVING 


by Noted Home Consultant 


Bette Somers Malone 


Moving is a serious problem for 


the woman of the house 

She worries about her prized 
possessions—her china, glassware, 
mirrors and fine-finished furni- 
ture... about her rugs, drapes, 
and upholstered things. And if the 
family is moving to a strange city 
she'll be asking herself: ‘What is 
it like?”’... ‘How about schools 
and churches and stores?” 

Having moved millions of fam 
ilies, United Van Lines knows 
what help a woman needs when 
moving. A woman's help! And to 
fill this need, United offers the 
free advice of a distinguished 
woman moving consultanc— Mrs 
Bette Somers Malone. 

With Mrs. Malone’s help, your 
move is completely Pre-Planned 


and carried out to the finest 


detail by United’s Master Movers. 
You are fully advised on modern 
procedures ... how to arrange for 
coverage of your goods in transit 

. what determines the cost of 
your move. And if you want some 
facts about the city you're mov 
ing to, just ask Mrs. Malone 

If you are planning to move 
soon, write today advising Mrs 
Malone the approximate date, 
where you are moving, how many 
rooms of furniture you have. She 
will send you a Pre-Planned Mov 
ing Kit containing helpful hints 

. change-of -address cards, carton 
stickers ... any special advice you 
may request 

Write today ... to Bette Somers 
Malone, Dept. SM, United Van 
Lines, St. Louis 17, Mo. No obliga- 


tion. 


United VAN LINES, INC. 


UNITED VAN LINES (CANADA) LTD 
For Local and Long-Distance Moving, Look Under ‘MOVERS’ 
in Classified Phone Book for Nearest United Agent 


Because the REFINERY 


WHY 
CATALOG has been the primary refer- 


ence source of buying information in 
the refining-process industry for over 
1) years. It is placed regularly in more 
than 8500 known buying locations 
covering 98% of the industry’s buy 


ing powel 


Your REFINERY 


CATALOG kee ps your sales story on the 


catalog in the 


job in the right places at the right 


Offices at: + Hou 


it will be worth 
to keep Cost 
down in each of these area 


Howe Cl 


lar fivure 


vh le fo con der how 


an understanding of the ob 


ective of the presentation by both 
peaker and those who are helping 
him wall help eliminate extensive re 

ion which in turn affeet the il 
lustrative need Literally hundreds 
or man hour ind dollar ha be 1 
wasted because the speaker decided 
in midstream, to start all over. 

\t thre outset thre audio-\ ial 
Writer can nake ion aluable con 
tribution by ugpesting what does not 


need to be illustrated Rare indeed 


ive the talks which require illustra 
tion from start to finish. Moreover 
i close second look will often reveal 
that you can get along with slides 


k 


instead of the 35 originally planned 


Charge per man hour tor artist 
ind writer are a_=significant item 

ariable ot ourse but you must 
ealize that they are say ing you tine 
ou would otherwise spend on the 
jab. 

iby all means, see if you cant be 


the sole approving authority kor sure 
as shooting, the more approvals you 
eck tor talk hk llustrations the 


you ll pet the 


changes will have to he 


hore Opinion hore 
made and 


changes are costly 


56 


the sure way to get your 
SALES STORY inside the pliant... 


THE REFINERY CATALOG 


A GULF PUBLISHING COMPANY PUBLICATION 
World's Largest Specialized Oil Industry Publishers 


ton « New York « Chicago + Cleveland « Tulsa + Dallas + Los Angeles 


remember 


tions 


tissue ; 


use these 
irt 


higher 


you, 


time, when buying decisions are being 
made. Usage surveys reveal that 86% 
of the industry buyers use the REFIN- 
ERY CATALOG frequently, and 75% of 
these men prefer their data cataloged 
in the REFINERY CATALOG over other 
methods of cataloging. 


Give your sales force a powerful 
assist by supporting your sales pro 
gram with 
REFINERY CATALOG. 


adequate data in the 


Let's take a look now at the cost 
of finished art or photography that 
will make up your slides. “This may 


account for a major part of your total 
slide preparation costs, so it’s wise to 


that you can usually have 


photographs taken for much less than 
the cost of artwork. 


Art Techniques Vary 


You will ordinarily require some 
slides from finished art whether 
str ight lettering bar graphs, cal 


toons, a rendering of a factory, or you 
name it. At 
ladder tor 


the cost 
illustra 
chare oal 


the bottom of 
finished art are 
chalk o1 


made w ith 


pencil, speedball brush or photostated 
typewriter type, 


\loving up the ladder you might 


use illustrations made with pastels on 


you might, if visuals are exe 


cuted in color and with some detail 


“comps as your. finished 


If your presentation is directed at 


customers, or other groups outside 


your firm, you may want to invest in 


quality finished illustrations, 


type-set or hot press copy, full color. 


[here is a wide range available to 
Final decisions as to what's best 


for the job should be based on com 


WRITE TODAY 
on your company letter- 
head for your free copy 
of a 40-page booklet en- 
titled “What To Put In Your 
Refinery Catalog Copy.” 
Send requests to Sales Pro- 
motion Department, P. O. 
Box 2608, Houston 1, Texas. 


7184 


plexity of the artwork, dollars avail 
able, importance of the presentation, 
and nature of the audience. 

It is possible to spend $100 or more 
on an illustration ror just one slide 
and chances are that you'll need art 
work this good about once every 10 
The $20-$40 variety 
commonplace, and is usually of high 


years. is more 
quality and effectiveness. If this range 
seems high, remember that the artist 
cannot turn his work out on a lathe. 
He is a professional with considerable 
education and experience, and_ his 
charges are usually eminently fair. 
Cost area three the business of 


shooting, processing, matting and 


mounting slides—is the smallest item 
in the total cost figure. Again, charges 
vary with studio and location. 
Perhaps the most important thing 
to remember is that you'll save money 
by using the standard 2” x 2” 
slide wherever presentation conditions 
permit, rather than the 344” x 4” 
the latter size does 
definition of 


size 


However, 
better 
and there are 


size, 
permit imaye, 
occasions when it’s 
worth the additional cost. 

If your next speech is supported by 
visual material, you won't need to be 
told whether the applause is for your 
talk or for the illustrations. It should 


be for both. The End 


SALES MANAGEMENT 


Would more of your 
salesmen do better 


if they were 
emotionally mature? 


Helping salesmen develop emotional maturity is 
but one of the many ways in which Research 
Institute’s Sales Membership helps salesmen 
improve their sales performance under the pres- 
sure of today’s competitive selling. Years spent in 
testing thousands of salesmen served to isolate 
the essential elements of successful selling... 
pointed the way to a new “whole man” concept of 
developing these highly desirable sales attributes 
in men who have not come by them naturally. 


This new approach to sales development is differ- 
ent from anything you have ever seen. It is not 
just a sales training program. It is not a plan 
designed to replace anything you are doing now. 
It is simply a way to help you cut sales costs and 
squeeze a little more profit out of everything you 
are doing now. 


See for yourself; send for the free sales analysis 


“The Mature Man...How to Achieve Personal Growth” 


that helps salesmen develop promotional maturity. 


JUNE 
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The enthusiastic response that greeted this typical 
R.LA. sales analysis clearly demonstrates the 
importance of the simple premise that every busi- 
ness executive understands so well—that every- 
thing a salesman does and says; his personal 
management, his ability to get along with others, 
to win the confidence and respect of his customers 
—in fact, his sheer ability to sell— depends in large 
measure on his level of emotional maturity. This 
analysis turns the salesman’s attention to a search- 
ing appraisal of himself and his emotional 
maturity — encourages insight into himself and 
others, shows him the way to personal growth. 
A copy is yours for the asking; the coupon is for 
your convenience. 


1957 


Research Institute's new method of 
developing in salesmen the desirable 
qualities that make them more profitable 
producers, gets down to basics 

like emotional maturity. 


The: Mature Man 


WHAT 
R.1.A. 
MEMBERS 
SAY: 


*.,.one of the finest analytical pieces that | have 
seen...” General Agent 


‘...Just about the finest handling of that difficult 
subject | have ever read. Sincerely appreciate 
receiving it.” Salesman 


“| have just finished reading ‘The Mature Man’ 
and want to compliment highly all those respon 
sible for it. It is one of the most illuminating and 
inspiring messages | have ever read.’ Salesman 


“This is only one person writing a few lines but 
nevertheless | want to congratulate you on ‘The 
Mature Man’ which arrived today. Unfortunately, 
it's a rare occasion when an article with such 
depth arrives in this salesman's mail.” Salesman 


“Have just finished reading the book ‘The Mature 
Man’. You may be sure that | will read it many 
more times and will carry it in my briefcase at 
all times for future reference.” 

Sales Representative 


“For the past couple of years we have enjoyed 
the consultation of the New York and Chicago 
firm who have been assisting in coaching our 
executive staff and all our senior management 
people in the notion of self-perception. Your 
article was a satisfying distillate of what we have 
been trying to learn and it couldn't come at a 
more opportune time.” 

Director of Personnel and Public Relations 


“Should prove of vital benefit to all members 


helping an employee achieve personal growth 
ultimately benefits the company President 


Research Institute 
of America 


SELLING AND MERCHANDISING DIVISION 
589 Fifth Ave., N. Y. 17, N. Y. + Plaza 5-8900 


Research Institute of America 
Selling and Merchandising Division, Dept. 31 
589 Fifth Avenue, New York 17, New York « PLaza 5.8900 


s Analysis “The Mature Man 
I'd like to hear more about how other companies with 
sales forces about the size of ours use your new sales 
development plan to improve their own sales 
(We have | } salesmen.) 


} Please send me the free Sale 


programs 


Title 


Company 


Street address 


| 
| 
| 
| 
! 
| 
| Name 
! 
| 
| 
| 
! 
i 
| 


City Zone 


State 


Summertime . .. and the sellin’ is easy, especially 
with WBC Summer Service Songs to air-condi- 
tion audiences in the big, sunny markets beamed 
on by WBC Radio. 

WBC has a raft of Summer Service Songs built 
to waft your warm-weather story onto the patios 
and into the pocketbooks of one out of every five 
people in America! 

We've got songs on where-to-go, what-to-do, 


IN SUMMER SELLING, TOO—THERE’S A SOUND 


‘erg 


Stil 


4 
ee er ee : 4 


fishing, boating and the like . . . and, of course, 
weather and traffic info around the clock. Served 
up with your spiel, they make wonderfully light 
summer sales snacks. 

Baseball? WBC plays ball. Coverage varies 
from station to station, but wherever there’s 
WBC Radio (and shh . . . tv, too!), there’s the 
Great American Game drawing fans as loyal to 
WBC and the products we advertise as they are 


(LEDIFFERENCE ON WBC RADIO! 


at at Oe: : 


Se, to the rookie who got an early shower yesterday. nAnro 
A i : - . he ISTONM, WH WH/A 
red Yes, there’s a sound difference on WBC Radio, PITTSBURGH, KOKA 


. ° CLEVELAND, Krw 
tht and in the heat-beating way WBC pitches sum- WESTING FORT WAYNE, WOWO 
mer hiatus right into oblivion. Get the hot scoop HOUSE PORTLAND, Kx 
on on why ... in the good ol’ summertime . . . no BROADCASTING | 
ea selling campaign is complete without the WBC ed 
the stations. For a hand in paddling your sales canoe COMPANY, INC. | SAN FRANCISCO, Kr» 
to this summer, call A. W. “Bink” Dannenbaum, WIND represented by Al Re 


are Jr., WBC VP-Sales, MUrray Hill 7-0808, N. Y. 


KPIZ represented by The Katz Agency 
All other WUC stations represented by 
Peters, Griffin, Woodwerd, inc 


Looking for 


More Sales? 


Here’s How AMERICAN CHAIN 
of WAREHOUSES Can Help You! 


> In 76 major markets from coast-to- 


coast there is a member of American 
Chain of Warehouses. Each, a leader in 
its market, offers you the finest and 
most complete public warehousing and 
distribution services. They bring your 
produc {is near your customers, shorten 
delivery time, maintain your stocks, 
increase your sales. Amazingly efficient 


' 
and economical! 


For Distribution Costs 


CALL NEW YORK: John Terre- 
g ® forte, Eastern Manager, Plaza 
a) 3-1234, or write to 250 Park 


au Avenue, New York, New York, 


CALL CHICAGO: Henr y Bex ker, 
Western Manager, Harrison 


7-3688, or write to 53 W. Jack- o 

son Bivd., Chicago, Illinois. é i 

f CALL LOS ANGELES: C. €, 
Jacobson, West Coast Manager, 
4419 W. Peco, Webster 3-8507, 


Los Angeles, California, 


j 7 


CALL NEAREST MEMBER: Any 
member of American Chain of 
Warehouses can give you distri- 
bution costs in any marketing cen 
ter. Find name of your nearest 


member in 


FREE MEMBERSHIP DIRECTORY 


Write for your copy to John Terreforte, 


250 Park Avenue, New York, N. Y. 


AMERICAN CHAIN 


OF WAREHOUSES, INC. ° 


A Nationwide System of Public Warehouses 


OOGCSSG0383G 


Every Link A Strong One 


Is Selling Abusing Its Welcome? 


"Why do men think of a mistress,"’ asks Vance Packard in his new 
book, ‘The Hidden Persuaders,’ “when they see a convertible in a 
show window?" 


This is just one of the questions for which Packard seeks the answer 
as he probes what marketing people do to make people buy, believe 
—and even vote. But Packard concludes that sales-advertising 
techniques ‘definitely raise questions of a moral nature that should 
be faced by the persuaders and the public." For example: 


What is the morality of the practice of encouraging housewives 
to be nonrational and impulsive in buying the family food ? 

What is the morality of playing upon hidden weaknesses and 
frailties—such as our anxieties, aggressive feelings, dread of non 
conformity, and infantile hang-overs—to sell products? Specifically, 
what are the ethics of businesses that shape campaigns designed to 
thrive on these weaknesses they have diagnosed ? 

What is the morality of manipulating small children even before 
they reach the age where they are legally responsible for thei 
actions 

What is the morality of treating voters like customers, and child 
customers seeking father images at that? 

What is the morality of exploiting our deepest sexual sensitivities 
and yearnings tor commercial purposes ¢ 

What is the morality of appealing for our charity by playing 
upon our secret desires for self-enhancement ? 

What is the morality of developing in the public an attitude of 


‘ 


wastefulness toward national resources by encouraging the “DSsy 
chological obsolescence” of products already in use? 


What is the morality of subordinating truth to cheerfulness is 


keeping the citizen posted on the state of his nation? 


The Hidden Persuaders, by Vance Packard, David McKay (¢ ompany, Inc., $4 


SALES MANAGEMENT 


IN SEATTLE THE SEATTLE TIMES Reaches 7 out of 9 
newspaper reading homes, including 375,680 people not 
reached by any other Seattle newspaper. 


WOULD TAKE 


TO CARRY 
THE EXCLUSIVE READERS 


oF Ghe Seattle Gimes 


(Based upon “Scenic Dome" car capacity of 70 persons) 


Imagine 5,367 Scenic Dome cars. In these cars are 375,680 
of your Seattle customers who read no other Seattle newspaper. 


Any advertisement in Seattle falls short of covering the Seatth 
market by 117,400 family homes unless scheduled in The 
Seattle Times. 


In every income group —The Seattle Times provides dominant 
coverage of Seattle. 

Our new 1957 Circulation and Duplication Study and Report of 
Seattle newspapers will show at a glance how complete —how 
influential —this coverage is. If you haven't a copy, ask your 
O'Mara & Ormsbee man, or ask us. 


f onsolidated ont er Analysis Grow 


SEATTLE’S NEWSPAPER 


REPRESENTED BY MARA & ORMSBEE, INC 
( Ay . 


zele 
d Metro Rotoagr 
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iness firms 


purchased 6176 reprints of this article from 


HOW TO BUILD KNOW-HOW FAST. A new train 
ing tool—a game which 


simulates realistic 
agement problems 


FEDERAL GRANTS THREATEN STATES’ STRENGTH. 
man This penetrating analysis dissects the rise in federal 
compresses years’ experience inte grants, analyzes thelr 
governmental 


Business traps 


HERE’S WAY TO CUT COSTS. Any business con 
trim costs if it (1 
nherent dangers to o federal 2 


system, suggests how to avoid 
Page 29, May Nation's Business. 


hours. This article describes its 


rules reports 
exciting potential. Page 34, May 


Nation's 


approaches the problem properly; 
sets up a rational, workable program 
its where to look for economies 


shows how 


3) knows 
the 


This important article 
Page 116, May Nation's Business. 


Nation’s E 


More sophisticated customer increased 


stress on selling, a complex market 

these factors are putting greater emphasis 
the key the field: the district 
sales manager. In “Training Future Sales 
the editors of Nation's Busimess 
the job, and the 


ing that matches one to the other 


on man in 
I « aders, 


focus on the man rain- 


In one month, 411 business firms pur- 
chased 6176 reprints of this article, indi 
cating that Nation’s Busine has spot 
lighte d an area of vital current importance 
to business owners. The orders have come 
from top executives of national and re 
gional firms. They haye come from busi 
nesses of every type ill over the country 

Nation’s Business has the big circula 


tion you need to reach America’s expand 
Its circulation among 
business owners alone is gre than the 


ulation of the next two 


ing business market 
iler 


combined total circ 


Of its 779,000 sub 
owners, partners of 
presidents in manufacturing, banking, re 
tailing construction 
portation 


business magazines 


scribers, 550,000 are 


wholesaling trans 
Ihe editorial concentration of Nation's 
Business national business 
leadership and government problems 
matches the basic interests of these owner 
hip-motivated men. That is why it is read 
so thoroughly and why advertisers 
find it so productive. Advertising linage 
for the first five months of 1957 is 19.1% 
above that for the same periad of 1956 
17 consecutive issues have shown a linage 
gain. Action in business results when you 
advertise to the men who own American 
business in Nation's Business 


on issucs, 


Reprints of 
Sales Leaders’ 


avaltlable on request 


Training Future 


Chamber of 


scriptions 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, NY. 


Washington 


Philadelphia * Detroit * Cleveland 


Los Angeles * 


Lommerce 


and 


businessmen who have personal 


* Chicago 


« 
oan 


Francisco 


USINESS 


4 
/U4 


SI 


J 


779,902 PAID CIRCULATION 
(A.B.C.), including 75,154 executives 
of business members of the National 


tA 


D 


SOMETHING TO SHOW TO THE FOLKS: Ardie Garnich, Admiral distributor 
with one of his trophies, a water buck. 


in Ashland, Wis one of the winners, 


African Safaris Are Top Prizes 
In Admiral Distributor Contest 


. . and the unusual nature of the prizes provided the promotional 


theme. Here's a quick look at the way interest was sustained, and 


how company handled details of transportation, guides, and gear. 


re tannn mad full of tori 
ibout the Atrican bush counts I ! 
listributo ot \dmiral Corp Chi 
ivo pre ct ned rece it] 
fron led { I Ken { 1 he 
rac he | I fop-p se Witte Nn 
ontest de ed b \dmiral to bel 
( he | narket last aut nn 
\dn il edes that 1956 was a 
ither poor one tor nanutacturers of 
rele on set idios and appliances 
air ompan ee] tha intense «dt 
tributor hnterest l thre ontest heloed 
t fare be ( nan t ompetitor 
Winning distributors drew an extra 
bon | xcellent publ relation were 
le eloped 1 then hon territorve 
vhere the ( re ed ian reque { 
to talk ibo { thei experience ind 
how pictures of the trip 


Dr. John |. Kirt 

i dentist head ry | reasure State Cysas 
> 
, 


utte Nlont John 


Hill Let Wholesale Co Kansas 
City, Me Ardie B. Garnich, Fe. Gat 
nich w& Hlardware Co \s! 
land, W ind kdward C. B iuoimnyg 
\nn i iles and Distribution Co 
Columbus, © 
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These men bagged (in addition to 
high unit three 
buftaloes four 


Wart hogs two lions, 


sales ,$ elephants 
three 
one leopard, 
Ardie 
87-pound Nile 


perch All hunted with guns except 


three zebras 
two hippos, lots of small game. 
Cjarnich landed an 
Brauning; he made the trip solely to 
take pictures, 

Journeys International, fore vn 
travel division of Happiness ‘Tours 

safari as well 
Chicago to 
\frica and return. Leaving Chic igo 
via American Airlines for New York 
City, the party boarded a Pan Ameri 
can Clipper for Rome, where a short 
top was made to see the “Eternal 
City and continued via British 
()verseas Airways to Nairobi, Kenya 
tor the 21-day hunt. 

Details of the satari were under the 
tion of Col. Eric Noonan of 
International. Every pro 
vision was made for the safety and 
comtort of the Admiral distributors 
Double sleeping tents with bathroom 


Tin arranged the 


is transportation trom 


dire 


Journeys 


ind veranda attached, dining tents 


wate! filters radio, re 


lamps 


| nen 


frigerator were part of the equip 
ment. ‘The safari included two addi 
tional gunbearers 


hunters, native 


skinners, drivers and personal ser 
ants. Special rifles were provided be 
sides the personal arms carried by 
the men. 

Each winner had a license to bag 
one lion, buffalo, ete. 
made tor 


Arrangement 
were securing unnsual 
camera shots. 

‘The Admiral Sales Safari Contest 
started in midsummer, ended in the 
fall. It was organized this way: ‘The 
country was divided into eight sales 
or “hunting” districts bearing Atri 
can names (Kenya, Tanganyika, etc. 
each 
rolled as a member of his safari after 


‘These 


attractive, wallet-size cards, with a 


distributor salesman was en 


securing a “hunting license.” 


typical African safari scene, author 
ized the holder to “launch his own 


personal safari into the jungles of 
neon and concrete.” License applica 
tions were sent in by the distributor 
“(same Commissioner” for his colony 
or district. ‘he license was signed by 
“Chief Game Commissioner” at Ad 
miral’s Chicago headquarters and had 
to be renewed each of the 12 weeks 
the contest was in progress. 
Distributors received colorful pro 
motional kits featuring the African 
safari theme: “A journey to adven 
ture.”’ Kick-off meetings were held in 
an African 


spears, and jungle drums creating a 


setting, with palms, 
safari atmosphere. Admiral supplied 
colorful wall 


weekly activities of individual sales 


charts on which the 


men were recorded. 
lo give participants a “sales thrill 
“Sales Safari’ 


Ww eek >. 


a-minute,” a weekly 
was staged for each of the 12 
‘Three prizes chosen by the distributor 
were given in each of the districts or 
colonies; winning salesmen were se 
lected on the basis of percentage o 


filled. Each 


winning distributors also received a 


quota salesman of the 
prize. 

\n intensive consumer promotion 
was keyed to the sales contest. In 
addition to newspaper and magazine 
advertising, special dealer promotion 
display kits and a jumbo zoo colle 
tion were available to distributor 

l’o keep the contest at jungle 
pitch 


fever the “blind bogey” sys 


tem was used: five scattered weeks, 
pi ked by secret drawing from the 12 
were designated as the decisive ones 
sales in these five weeks determined 
the contest winners. 

Only drawback in offering such an 
prize, Admiral 
officials feel, is that it takes distribu 
tors away trom business for too long 
The End 


extensive trip as a 


a time, 
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Get more 
than 45% 


(of lowa’s Drug Sales Potential) 


WHO gives you lowa’s it 


Metropolitan Areas (45% of Drug Sales) 
eee PLUS THE REMAINDER OF IOWA 


lowa has six Metropolitan Areas, 
which, all combined, account for 
44.5% of the State’s total REMAINDER 
Drug Sales. The remainder OF IOWA Wi-ciies 115 

of lowa does 55.5%! | BHA. . 


Waterloo 47 


Sioux City— 55% \ 


Des Moines 137° 


Quite a number of radio stations can give you high 
ratings in ONE Metropolitan Area. WHO gives you 
high coverage in virtually ALL the State’s Metropolitan vs 


Areas, plus practically the REMAINDER of Lowa, too! IOWA DRUG SALES 
1956 Consumer Markets Figures 
FREE MERCHANDISING! 


WHO Radio maintains one of the nation’s most com- WHO 


tisers who buy $300 gross time per week; in 250 high- for lowa PLUS! 


volume drug stores for DRUG advertisers who buy 


prehensive and successful FREE merchandising services 


in 350 high-volume grocery stores for FOOD adver- 


$250 per week. (A $200 Food plan is also available.) Des Moines . . . 50,000 Watts 
Ask us — or PGW —for all the facts! Col. B. J. Palmer, President 
flit P. A. Loyet, Resident Manager 
idio 18 Part ¢ - ° 
Conmst Gheaieonion Costume @ Robert H. Harter, Sales Manager 
which also owns and operates . ° - 
WHO-TV, Des Moines ie x Peters, Griffin, Woodward, Inc., 
WOC-TV, Davenport National Representatives 


: 
: 
: 
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To woo the millions, a package designer 4 


---and an understanding 


psychology. 


of everyday people. 


7 


Every customer 


is beautiful 


It’s easy to become involved with markets at the expense 
of people. 
Orders come from human beings. Not statistics. Nor glamorized 
stereotypes. Individuals. With their own special qualities, some 
of which just won’t fit into neat classifications. 


Every good salesman knows this. It is why selling, scientific 
though the approach may be, is still an art. 

Packaging for sales, without taking away from its scientific 
techniques, is an art, too. The designer of a successful package 
is technician, salesman, artist ... and, above all, someone who 
knows people and what makes them tick. 


Keep the spotlight on the package 
: ..-.not the designer 


Probably you couldn’t pick your customers out of a crowd. 
Neither could you spot package designers. They are good 
designers for you not because they are male or female, veteran 


or youth, self-made or Ivy League, “artistic”? or penny 
conscious ... but because they have that perceptive combina- 
tion of talents that enables them to make your package move 
people to favorable action, 

We'd be happy to have you meet our designers, Happier, to 
have you examine the packages they have created. Happiest, 
to have you talk to the Lassiter clients whose packaging aware- 


| ness is reflected in their sales increasés. 


Starting point 


We have an interesting item: a Package Evaluator that really 
works when you play the game fairly. It’s even been known to 
suggest new packaging perspectives. Send for it. 


Cc 2) R Pp 2) R A T | Oo N Ls 
350 FIFTH AVENUE + NEW YORK 1, N.Y 


EXECUTIVE OFFICES: Chariotte, N. C 


DIVISIONS: Atlanta, Ga. + Chicago, tll. « Cheitennam, Pa. + Greensboro, N.C. + Danvilie, Ve 


Designers and Manufacturers of Packaging in 
Ceiiophane . Polyethylene . Acetate . Paperboard 


Mylar ° Foi . Laminations , Vitafitr . Paper 


Persuasive Packaging 


Supers move 
packaged freezer, 
refrigerator bags 


Key to chain buyers’ acceptance of 
plastic freezer and refrigerator 
bags by Arctic Products Co 
(N. Y. C.) is the 

packaging. Com- 

bination cello- 

phane - polyethy- 

lene film takes 

rough handling 

in stride; five- 

color flexo 

graphic printing 

draws the shop- 

pers to the mer 

chandise. Design 

and printing by Lassiter 


Package is also a production time 
saver: automatic packing is com 
bined with hole punching (for 
hanger-type displays), halves pre 
vious hand-packing time. 


Test Mylar” 
hosiery package 


New hosiery bag for Fruit of the 
Loom nylons is currently being 
tested by Dia 

mond Mills, New Fess 

York. Made of it 

14,-mil heat-seal 

able Mylar, the 

bag allows gla 

clear view of the 

well protected 

hosiery. Lassiter 

points to steadily 

dwindling cost 

differential between Mylar and 
other film offers to cooperate 
on production tests with packager 


“Superman" successtul 
cookie salesman 


“a 


Lassiter’s “Superman” franchise 
package is paying off for another 
regional food processor, this time 
a baker. Perfect 

Foods, Inc., 

Lansdale, Pa., 

reports good re 

ception for its 

Superman 

Cookies. 


“Superman’”’ is 

available to food, 

produce and soft 

goods packagers 

on an exclusive 

territorial basis 

The multi-color package can be 
adapted in size, design and type of 
package to meet individual need 


Contact your Lassiter representa- 
tive for details and case histories. 


Copies in Jig-Time: 
Lewis-Shepard Speeds Up 
On Sales Communications 


Problem: So many people, so many departments, 


need copies of orders, directives, product specifica- 


tions, price changes and other sales intelligence. And 


they need them fast. This materials handling com- 


pany has now found a better way to produce them. 


Lewis-Shepard Prod 
Watertown, Mass., less 


money these days for a more compre 


It's costing 


ucts, In on 


hensive communications network be 
tween its central sales ofhiice and field 


salesmen. And customers are getting 
better service. 

Lewis-Shepard, manufacturer of 
materials handling equipment, dis 
tributes through 46 sales offices serv 
icing some 60,000 customers. “here 
are 12,000 separate items in the firm’s 
7 main lines of equipment. Until re 
cently, keeping tabs on sales and cus 
tomer needs was a formidable task for 
its central sales office. 

It was a time-consuming (and 
money-consuming) operation to pro 
vide salesmen with all the informa 
tion required for them to do a good 
job. Lewis-Shepard recognized the 
desirability of an improved method 


for supplying its representatives with 
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such essentials as customer corre 
spondence, new spec sheets and inter 
office executive communications. It 
hoped to effect savings by freeing the 
stenographic pool from the task of 
typing additional copies. 

The Lewis-Shepard sales office 
keeps a card file of its 60,000 ac- 
counts. Each time a customer buys a 
fork truck or some other materials 
handling item, the sale is recorded on 
the customer card, with the date, 
quantity and other specifications 
noted. ‘These cards supplement infor- 
mation kept by the field sales offices. 

When a new salesman is assigned 
to a territory, or two or more sales 
men exchange territories, customer 
cards must be provided the former, 
or exchanged between the latter. If 
the file is incomplete, the central sales 
office mails a set of the missing cards 
to the new man to bring him up-to- 


TYPICAL PROBLEM: A _ salesman 
is assigned to a new territory. To 
provide all he needs to know about 
his customers, control cards for the 
area are pulled from the central files. 
They show who bought what, model 
number, price, date, perhaps other data. 


IN MINUTES, COPIES: Cards are 
turned over to office boy who operates 
photocopy machine. This job used to 
be a time-consuming chore for the 
girls in the stenographic pool. Also, 
the typed cards had to be proof-read. 


INTO THE MAIL: The 
involved gets his prospect records 


salesman 


overnight. Each sheet he receives 
shows both sides of a 5” x 8” card. 
Production rate is approximately two 
customer cards per minute. 
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How to reduc uesswork in advertising 


The reduction of guesswork starts with a painstaking analysis 
of the advertiser's sales experience. But there are definite 
limits here. Call reports, or the salesmen’s theories as to why 
some people buy and others don’t, can be misleading. 

Confusing, anyway. Surely you've sat in sales meetings 
where each man expressed a different, but equally positive 
idea of the one best sales approach! 

Today there is a new and inexpensive way to sharpen the 
common denominators of your best sales approaches as they 
apply to each of the different fields you sell. It is a highly 
specialized type of personal sales investigation which we 
have developed over a period of many years. 

We call it “Ditch-Digging” research. It digs underneath 
the reasons your prospects give for not buying. Its approach 
is unbiased; we get a client’s potential customers to talk about 
things they normally wouldn't tell his salesmen. It goes 
beyond the scope of most “depth interviewing” in that every 
one of our investigators has had considerable sales experi- 
ence. Thus you are well assured that the work we do for you 
will be handled tactfully and with genuine “sales sense.” 


And the chances are very good that their experienced 
sales perception will help you crystallize the conditions to 
be met in each field; will materially reduce the guesswork 
that hampers advertising effectiveness. 

Sometimes, naturally, this work is of a highly confidential 
nature. But there are many cases we can tell you about, if 
you'd like to hear how other companies have used Hopper 
Company Sales Investigations to get “Ditch-Digging Adver- 
tising That Sells by Helping People Buy.” 

The Schuyler Hopper Co., Market Research, Sales Pro- 
motion, Advertising, Twelve East Forty-first Street, New 
York 17, N. Y., LE 2-3135 
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"A consistently 


long life" 


ORR & SEMBOWER nc 
SEO A BOILERS 


Foiurrmaslit, PACHA TOMATIC Reading Pennsylvania 


rice meranance9-100 


Mr. T. E. Callis 
Advertising Director 
The Wall Street Journal 
44 Broad Street 

New York 4, New York 


March 5, 1957 


Dear Mr Callis: 


You certainly have our permission oe sagoemees 
our testimonial letter It refers to e a 
that a single Dryalator overt eeaset Pa 
Wall Street Journal resulted in 52 i en — 
inquiries. This is a record we cannot ousese 
on our more established boiler room pro ° 

Incidentally, you might be interested ° — 
that some of the inquiries arrived as ee ee 
three weeks after the ad eppeeres. . -- —. 
a consistently long life for your daily paper. 


Very truly yours, 
ORR & SEMBOWER, INC. 
ad ye) ivetithred” 


Sales Promotion M 


——_ 


SDDistelhorst:Jjp 


Another 


hat to 4% inquiries. 
1 wrote you 

yours very truly,» 
SEMBOWER - INC. 


change t 


_ better after 


one art ived 


. 4 at slnorst:JP - 
— Sales promotion Manag 


A LONGER HARVEST FOR ADVERTISING? 


One reason advertisements in The Wall Street Journal live 
long, is that there’s so much life to The Journal audience of 


businessmen. Somebody's always breaking new ground for 


another plant, enlarging the old one, modernizing, renovating, 
re-equipping, moving, making, selling ...and buying. What 
executives see in The Journal sticks in their fertile minds. A 
Journal ad lives longer because it’s planted in the right place. 


CIRCULATION: 488,156 


THE WALL STREET JOURNAL | 


NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St, MW. CHICAGO, 711 W. Monroe St. 
DALLAS, 911 Young St. + SAN FRANCISCO, 415 Bush St. 


date on his new accounts. In the past 
these duplicate cards had to be typed. 

l'o speed up transmission of sales 
information, N. R. Semple, sales office 
manager, turned to photocopying and 
installed a Verifax Copier in the cen 
tral sales office. 

Now, on the appointment of a new 
salesman or reassignment of terri 
tories, Customer cards are drawn from 
the central file, where they are filed 
alphabetically by territory, and photo 
copied in a minute or two. Both sides 
of a single 5” x 8” customer file card 
can be copied on a single large sheet. 

“The job was formerly done by 
two typists and required hours of 
typing, says Semple. “Now one girl 
who handles the customer file with 
draws the wanted cards and gives 
them to the office boy who runs the 
Verifax. Within a short time, the 
records are copied, originals returned 
to the file and copies mailed to the 
salesman. On this job alone, the 
copier paid for itself in a few months.” 

‘The new technique has also en 
abled the company to expand its sales 
records at both central and_ field 
ofhces. Copies of sales reports affect 
ing more than one department are 
now duplicated and filed within each 
department. Customer requests are 
processed more quickly, action noted 
and follow-up expedited. 


For Customer Correspondence 


Customer correspondence is photo 
copied as required, the original filed 
in the central office and photocopies 
sent to salesmen and departments con 
cerned with the account. (Formerly, 
copies Ot such correspondence were 
typed by the stenographic pool.) 

‘The same system is followed with 
a salesman’s report affecting a terri 
tory other than his own, and with 
communications trom large national 
accounts involving two or more terri 
tories and various departments. 

Similarly, salesmen’s comments on 
specific account problems are copied 
and routed to home departments for 
attention. Written department re 
ports are also copied, the original 
filed and copies sent to salesmen. 

Company directives of a general 
nature are printed in a weekly news 
bulletin mailed to field sales offices 
over the country. Lewis-Shepard has 
its own offset printing press for this. 
‘The press is used, as well, to repro 
duce directives to selected field sales 
offices. When extra copies of either 
are required after the first mailing 
they are supplied by the Verifax. 

‘The net of the new system: radi 
cally improved sales communications. 
“Automated sales management,” 
Lewis-Shepard calls it. The End 
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“It Isn't the Incompetent 


Who Destroy an Organization" argue with 


the referee... 


Lhe production genius of the Ford Motor Co nickname 
‘Cast-Iron Charlie.”” Now Charles |] 


executive vice-president, and who says he 


lived ip to his 
Sorensen whose last title with Ford was 


Henry 


1S proud to have been known as 


argue W ith 


Ford’s man,’ men 


by W. W. Norton & Co.. In 


presents a toughly frank appraisal of his old boss and the 
in leadership around him in his book, ‘My Forty Years With Ford 


Ihe follow ng is 


published 


an excerpt 


Who Can Tell Us What Leadership Is? 


word 


Selection is too narrow a 


when thinking of building for leade1 


ship. Inside an company some ot 


the ablest men are never selected. 


attributes of wise leadership parti 
larly when dealing with the MmMagina 
personalities o much 


industry. Yet all too few 


tive and creative 


needed in 


the judge... 


...but you 
cant argue 
with results! 


Theories are o.k., but there’s 
more meaning to results, Some- 
thing really happens when you 

ri 


advertise in The Wall Street 
Journal, You don’t get just an 
echo — you get a roar. There’s 
no shadow-boxing, but real 
The Journal’s 


action, For 


Chey just get a job in the old-fash men employ them; a job well done j big class-in-mass circulation 
ione \ d emerg ‘ly to be take granted 

ioned way and emerge on merit. A likely -™ ken for grante (488,156) does things builds 
smart boss watches for them and does It isn’t the incompetent who de f 
something about it as soon as they stroy an organization. Phe in OMpeE enlarges CTEDIES .  « 
emerge. Some may have formal edu tent never get into a position to de vents modernizes . moves 


ition but many do not. It is still the 


glory of our country that this doesn’t 


\ man is doomed not by be ng 


matter 
uneducated but by 


Who can tell us what leadership 


s? It is a radiant quality 


remaining so, 


which some 
men possess which makes others swing 
What 


and etn 


joyously into common action 


do is wisely conceived 
nently fair. Such leadership, which is 
all the characteristic of Ameri 
can production and the function of 
eftort 


derstanding 


they 
ibove 


springs from mutual 
lhe boss know 
the worker and the worker must know 
‘They: must 


oluntary 


ni must 


the boss respect @Ca h 


other 


It was Ford’s good fortune that he 


t. It 


something and want to rest upon thei 


is those who have achie d 


stroy 1 


| 
logging 


achievements who are forever 
things up. ‘lo keep an industry thor 
oughly alive, it should be kept in pet 
petual ferment. “The art of govern 

- a tos 


bor 1 didn't 


ment,’ said Napoleon, “is not 
men grow stale.” Henry 
stale. 

He demanded and got loyalty and 


After 
his philosophy | 


let us grow 
energy I began to understand 
became its d ciple 
I found no greater thrill than to hire 
or promote a young man of unu ial 
promise, and then have my judgm«e 

justified. ‘he men who rose to the top 
index of the or 


were 1 mu h irer 


ganizations competence” than the 


all alone the line 


If an audience that has the 


authority, ability and need to 


buy appeals to you why not 
check into The Wall Street 


Journal right now? 


Published at 


NEW YORK & WASHINGTON, D. ¢ 


ould start with thi right from the plants we built. As the company ex 44 Broad St 1015-—14th St. N.\W 
} : . led j , were } 7 ‘ . CHICAGO ii W.M roe St 
Dev] Oo. ec ¢ every nan on pancaes and men were lired no b 

eginning. He knew | DALLAS 911 Young St 


them by first 
them to 


show 


most ol! 


the payroll 
name. He did not gather 
and 
individual 


Ford knew when to vive 


gether and make speeches 


elaborate plans contest 


meant more 
when to 


praise when it was due and 


hundred ind 
Ford necessarily 


work force 


the dozen but b the 
Henry 


lost to i h with his 


thousands 


then on, the ba group men who 


were working at Ford between 190 


ind 1909—became departmental 


make fair criticism when that was perintendents and were the backbone 
lue These are two of the strongest of the Ford organization The End | 


SAN FRANCISCO 415 Bush St 


Other advertising sales offices 
at Atianta, Boston, Cincinnati, 
Cleveland, Detroit, Greensboro, 
Houston, Los Angeles, Miami, 
Minneapolis, Philadelphia, Pitts- 
burgh, Rochester, St: Louis, Seattie. 


By HARRY WOODWARD 


THE INDIANS .. . introduced cran 
berries to the Pilgrim Fathers. And 
these two were a smash hit at the 
Cape Cod Cranberry Festival as they 
offered cranberries to the gods. 


Cranberries Rout the Holiday Jinx 


that matt 0 ma ry 
vell have been erved chicken with 
ranberrie for dinner last night. If 


mi were f wa onl part ot l 


onal dish to be enjoyed onl at 
lL hanksg ing and ¢ hristma ind vo 
nust be taught to think of cranberries 
is an all year accompaniment to yout 
favorite food Phrough intensive pro 
motional efforts, NCA now has vo 
drinking cranbert juice at breakfast 


ranberrie if lunch nan 
of guises, MINING drinks with a 
ranberr base, and finding cran 
be in accompaniment to fish 
} 


licken, or entree with your dinner 
Lhe planning behind this barrage 
evan in the 1947-1949 period, when 


NCA had o erwhelming unsold in 


ventories ranging trom 170,000 to 
0.000 barrel In 1953. the unsold 
ento wa 44.000 barrels; in 
Th) 


For 300 years people ate cranberries at Thanksgiving and 
Christmas. Period. Today, through smart promotion, Na- 
tional Cranberry Association has created a year-round 
market for America's oldest indigenous crop. Here's how. 


For Pather's Day 


LeT’'s HAVE A CHICK-N-QUE 


se . CRANBERRY BauUCE 


CRANBERRIES IN JUNE ... Nowadays that doesn’t 
even sound strange. But it took a heap o’ promotion to 
break Americans of their oid cranberry-eating habits. 
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1954—289,000; in 1955, the bad 
news was 345,000 barrels of leftover 
cranberries. 

lhe problem of the surplus has 
been with us for a long time,” said 
James FE. Glover—until — recently 
president of NCA, and under whose 
direction NCA’s promotion expanded, 
as he spoke to the organization’s an 
nual meeting in 1955. “It is time we 
combined all efforts to overcome it. 
Cranberries in freezers do not make 
money. They take money, and NCA’s 
job of first importance 1s to keep our 
inventories at a workable minimum.” 

Those talking-turkey words (with 
a cranberry garnish) marked the kick 
off of NCA’s all-out campaign to 
break the peak-season jinx and sell 
cranberries as an all-year-round food. 

Glover and his assistant, Kenneth 
Garside (who became, on May 10, 
acting general manager) persuaded 
the NCA membership that there was 
a basic inadequacy in the promotional 
programs used by the association. ‘The 
job of righting the vrongs was tossed 
into the hands of Batten, Barton, 
Durstine & Osborn, Inc. 

It wasn’t that Americans weren't 
eating cranberries. ‘hey were, and in 
huge quantities, but they did most of 
their cranberry eating in one month, 
Chanksgiving to Christmas. In 1951, 
for instance, ¢ ranberry Case sales were 
4.277.287 and in 1956 case sales had 


THE CROWD 
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26,000 strong, descended on Hanson, 
Mass. last September. They came to NCA’s Cranberry 
Festival, ate a barbecue lunch that featured cranberries. 


climbed to 5,454,938. But more cran 
berries were—and are—grown each 
year. While cranberries are still har 
vested by hand with a scoop as they 
were in the Founding Fathers’ day, 
today, modern spraying methods, by 
plane, mean crops are far bigger. 


“Buy two, save five cents" 


So in January 1956 NCA faced 
a staggering 359,000 barrels of un 
sold cranberries. This represented 
60% of the growers’ 1955 crop. 
Forty-seven thousand barrels, were in 
312,000 barrels 
were in freezers and “work-in” proc 


finished goods, and 


ess. And freezer storage charges were 
averaging 22c a barrel a month! 

As a result of a special sales in 
centive plan, retailers stocked Ocean 
Spray heavily in December 1955 
Consequently, sales to brokers in Jan 
uary and February 1956. totaled 
12,000 barrels. 

NCA decided to meet the Situation 
head on with a cranberry blitz pro 
gram. The result: A “buy two, save 
five cents’ campaign. ‘The aim: to 
100.000 
barrels. But in addition, the cam 


reduce surplus to at least 


paign was viewed as a sound, long 
range, promotional program to in 
crease consumer use of cranberry prod 
ucts, to start whittling away at the 


public’s seasonal cranberry attitude 


THE TRAIN 


Glover and Garside studied 


situation closely and with the a 
tage of thinking uncluttered by crat 
berry-business-as-usual philosoph 
Then they told NCA membershi 
that there was no way of licking the 
surplus situation other than changing 
the cranberry eating and buying habit 
ot people. ‘That their reasoning Was 
correct, can be proved with figures: 
\t the beginning of the new crop 
year (September 1956), the surplus 
was close to 90,000 barrels from a 
previous 345,000 barrels. For the first 
time since 1951 NCA was canning 
the newly harvested crop. by that 
October instead of in January and 
February. “‘Vhe surplus was licked. 
How did management do it? First 
it moved cranberries to the brokers, 
then right to the consumer. In the 
past, NCA had simply shifted its in 
ventory problem to the retail level ; 
the ‘buy two, save five cents” cam 
paign brought unheard of 
sales, moving more than 


summer 
1,500,000 
cases in August alone! Thus Glover 
shifted the peak factory sales to the 
period preceding the peak consumer 
‘Thanksgiving and 
Christmas. ‘This, in turn, helped re 


sales period of 


at the beginning 

1) shifting the 
peak factory sales period from Nov 
to July and 


duce the inventory 
of the new crop year 


ember and December 


(continued on page 74) 


it rune through the cranberry boge of 
National Cranberry Cooperative and it’s a toss-up between 
children and adults as to who gets the biggest charge 


Sears puts a 
tARS 


nt viivhan Celanese 


i= £ ¥ . . 
soNO Vacuum-forming with Celanese acetate 
Ds 3 t sheeting fits merchandising needs 
rel ®) 0 , 
HfL like a glove 


Vacuum-forming with tough acetate protects 
merchandise against handling and shipping. It 


offers an easy solution to the merchandising of 


multipart products... it reduces stocking prob- 
lems. 
3 DRY 
BASS FLIES ‘ : ; . 
There's no finer packaging material than ace- 


tate for vacuum-forming! The full transparency 
of sparkling acetate stimulates interest, helps 
+z. accent quality, helps promote impulse buying at 
the counter. No other packaging material can do 


as good a selling job! 


ALLSTATE 


et ee Ae Oe cee Le ee Lee 


PACKAGES BY PAPER PACKAGE 
COMPANY OF INDIANAPOLIS 
FOR SEARS, ROEBUCK AND CO 


me 


HANDY FUSE SELECTOR | 
for. care and trucks 


ACETATE SHEETING 
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a = 


acetate 


Transparent acetate containers let 
merchandise speak for itself 


Sears’ self-selection policy helps move over 
100,000 items, from farm equipment to children’s 
shoes. That’s why Sears prefers Celanese ace- 
tate—its sparkling transparency helps move 


merchandise faster! 


Celanese acetate provides a lustrous surface 
free of distortion, a sparkling transparency that 
emphasizes color, texture, detail and the quality 
of merchandise. It's the finest packaging mate- 


rial available for transparent containers. 


Put your products heads and shoulders above 
competition —enlist the aid of Celanese acetate 
and the packaging versatility it affords the pack- 
age designer. Write for Acetate Sheeting Book- 
let. Celanese Corporation of America, Plastics 
Division, Dept. !73-F, 744 Broad Street, Newark 
2, N. J. Canadian Affiliate: Canadian Chemical 


Co., Limited, Montreal, Toronto, Vancouver. 


Celanese! 


=e 
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lot of stock in 


73 


(;lover tied in his merchan 
with the crop 


In 1957, for instance 


di ing activitie year. 
there was no 
downward sales trend from Januar 
to April because of this in portant 
shift in timing. From April to Au 
1956, sales jun ped 100% over 


the same 


gust 
period for the preceding 


year 


..-@ Bad Name for Cranberries 

THE OLD AND THE NEW .... Cran- 
berries must still be harvested as they 
were when the Pilgrims landed. But 


‘I 0 build up a ¢ ranberry CONSCIOUS 


ne he instituted for the first time 


a year-round advertising and promo 


bogs are sprayed by modern planes. 


tional campaign lo point) up the 
witch in cranberry promotjon in the 
1956-57 advertising campaign, 50% 


of the activity takes plac e during what 
used to be the off season of January 
to Aug ce 

NCA 
taffed economics 
Cape Cod. Here a staff 


works on developing new 


well 
kitchen on 


maintains a new and 
home 
constantly 
cranberry 
produ ts 


recipe and new (among 


them a sherbet base for institutions). 


Here also, quality control is under 
the direction of a research expert. 
One of NCA’s chief problems 
ha been the fact that restau 
rant which buy the cheapest cran 
berry auce possible give all cran 
berry sauce a bad name with the pub 
lic. In New York at BBDO a spe 
ial staff works on getting new cran 
berry recipe and attractive illustra 


tions to home economics people and 


food editors all over the country. 
They have been enormously successful 
n this effort 


ing by NCA hit 


newspaper 


Last year advert 
150 markets in a 


Satura 


tion campaign. Radio spots got 20% 

ot the budget and advertising on an advertisement reproduced on these something new to you, but NCA is 
imnual basis has changed its com pages is running in Life, Ladies’ also suggesting in future advertise 
plexion, too. The big seasonal months Ilome Journal, Better Homes & ments that housewives use cranberries 


as salad decorations, : 
and, of all things, as a buffet dip. 

NCA is enamored of the multi 
pack package. A comparison of its 


Gardens, Good Hlousekeeping, This as ham glaze, 
Week, Atlanta Journal Constitution, 
Seattle Cranberry 


sauce with barbecued chicken may be 


now get only one-third of the adver 
tising money; two thirds goes tor the 
rest of the year and the Times. 


As you read this, the Father's Da 


The Company The Product 


National Cranberry Association is the largest of the 
nation’s cranberry processing and marketing coopera 


tives. Ite 1956 gross sales totaled over $22 million with 


nearly 5.2 


million cases sold. There are 1,200 grower 
members in NCA and they grow their cranberries not 
merely in Massachusetts but also in New Jersey, Wis- 
consin, Oregon, Washington, and in the two Canadian 
British Columbia. The first 


was packed in 


provinces of Quebec and 


can of Ocean Spray cranberry sauce 
with the entire operation being 
done by hand. In 1930, Ocean Spray became a coopera 
tive, and in 1940 it started its cross-country growth, The 
name, National Cranberry Association, was adopted in 
1946 packaging and 


processing plants in the U.S. and in Canada 


Hanson, Mass. in 1912, 


NCA owns and operates seven 


The cranberry business as such is just a century old. 
In 1846, Edward Thatcher of Yarmouth, Mass., planted 
an acre and a half of cranberry vines, thus creating an 
industry. But the cranberry was here when the Pilgrim 
fathers arrived. Rumor has it they ate cranberries at 
the first Thanksgiving dinner. Cranberries don’t grow 
on bushes, but on low-lying vines. The Indians, who 
introduced the cranberry to the Pilgrims, called cran- 
berries the bitter berry, valued them not only for the 
bright fruit, but as a colorful dye and as a medicinal 
device. Today they must be harvested exactly as they 
were when the Pilgrim fathers gathered them, with 
cranberry scoops. Recently a partially automatic device 
has been used to help in the arduous chore of harvesting 
the low-growing berries. 
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V Actually, total effective buying income of more than $2.5 billion 
¥ Contains 3 of top 8 counties in gross cash farm e THE SACRAMENTO BEE 
income in the United States 
J 
V Not covered by San Francisco and Los Angeles newspapers THE MODESTO BEE 


You reap a big crop of profits when you sell all of the nation’s e THE FRESNO BEE 
leading farm state, California including the productive Inland - 
Valley. And coast newspapers simply don’t talk to people in the 7 
Valley, where people buy and believe their own Bee newspapers. Qy 
a7 


Data Source: Sales Management's 1956 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O/MARA & ORMSBEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts bulk, frequency and a combined bulk frequeacy. Check O'Mara & Ormsbee for details 
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ONE OF THE 


FIRST 100 MARKETS 


OAVENPORT 


RADIO & TELEVISION 


sales with those of a competitor in a 
test market, Peoria, Ill., showed that 
Ocean Spray sold a two-pack carton 
for 34c and outsold the competitor 
by more than 400%. ‘This despite the 
fact that the competitor's product 
sold loose at two cans for 29c¢ next 
to the Ocean Spray. 


The Problem Is Marketing 


Glover feels that too often the co 
operative effort has failed to selve 
what he considers to be a great prob 
America today. 
The problem is marketing. For 100 


lem in agriculture in 


years this country, he says, and its 
farmers have engaged in the greatest 
program of scientifi« improvement ot 
quality and yield of farm produce. 
But on the other side of the ledger, 
there has not been a great enough 
increase in the marketing techniques 
of the 
they cooperatives, or independent, o1 
private business. And this is why the 
management of NCA is_ building 


what he calls a streamlined, aggres 


farmers representatives be 


sive, talented organization of special- 
ists second to none in any cooperative 
in the country. Glover’s position on 
cooperative Management 1s intriguing. 
Says he: “A cooperative is a vastly 
different creature than an ordinary 


stockholders have a more proprietary 
interest in it. hey regard it as theirs, 
and actually the staff of men who 
work for the co-op, work for those 
stockholders—those grower-members. 
‘The basic purpose of NCA’s living o1 
surviving aS a canning company is to 
get back to our growers the most that 
we can per barrel for berries. 

“The basic purpose for Heinz’ or 
Campbell’s management is to get back ' 
a good return to their stockholders 
and to their people who have invested 
capital. Their primary concern is not 
for the supplier of the raw produce. 
Campbell buys tomatoes wherever it 
can and as cheaply as it can; so does 
Heinz, so does Del Monte. ‘They 
play one farmer against the other 
They'll market the hell out of buying 
whatever product they can because the 
cheaper they can buy the product the 
more profit they can make. 

“We don’t operate that way. We 
operate on the basis that we own to 
gether a bunch of cranberries and we 
have to market the hell out of them 
in the consumer. market to get back 
The staff is sec 
ondary, the stock return is secondary 

everything is secondary to the re 
turn on that raw product. ‘There, 
basically, is the economic difference 


as much as we Can. 


between an ordinary corporation and 


corporation—different in that the the co-op.” The End 


FIRST 
IN RADIO 


ad 


FIRST IN 
DOWNSTATE 
ILLINOIS* 
> 
FIRST IN 
THE QUAD-CITIES 


according to NCS No. 2 


ADVERTISE IN 


ROANOKE? 


No. 4 of a Series 
Roanoke is an IDEAL TEST MARKET 


Half-billion dollar market 


Population .. . “Golden Mean” cross 
section of the nation 


. diversified 


Employment. . 
and growing 


@ Market Area .. . self- 
contained, surrounded 
by mountains 
Newspapers... give 
unduplicated coverage, 
with combined readership 
of over 350,000. 


of Chicago 


THE STATION 


OF MARKETING SUCCESS Result: Perfectly gauged, accurate tests of your campaigns. 


Roanoke ge oie - ‘key market in western Virginia 
, 16 counties.. 
welcomes 
. independent market 
you to its 
Diamond 
: q Jubilee ~ “ 
REPRESENTED BY AVERY-KNODEL, INC. June 14-23 S280 honte nn nes S- = 
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How ean you te, 


his ad 1s bad 


One of the most frustrating things about the adver- 


tising business is that you meet so many experts in it. 


At recent count, we’ve met 1,477 experts this year 
to date, including bartenders, filling station attend- 
ants, friends, wives of friends, wives of people who are 
not at all friendly, and even a few professional adver- 
tising people. The thing that bothers us is how to tell 


these various experts that an ad is bad. 
Consider our problem: 


The most tangible thing we have to sell is our proven 
ability to produce good advertising. Logically, our best 
new business prospects should be companies whose 
advertising is not good advertising. But hell hath no 
fury like an advertising expert scorned — you just can’t 
walk in and tell a man his advertising is bad. For some 
reason, it’s like questioning his virility or insulting 
his wife —it’s ‘hal personal. Yet, we think you'll agree, 
there are a lot of people paying good money for bad 


advertising who don’t know it or won't admit it. 


OK, SO how do you tell them? 


Do you send them anonymous letters enclosing: 


Starch or Readex reports on their ads? Do you send 
them some of the dozens of excellent treatises which 
explain what creates reader interest? Do you send them 
eye-camera tracings to show the reader’s confusion 
when he is confronted with one of their ads? Do you 
try to explain that the difference between a good ad 
and a bad one is often the distance from one side of 
the desk to the other? —the distance from the adver- 
tiser’s side to the side where a prospect might be sitting 
and trying to learn something about a product. Too 
much advertising never gets beyond the back side of 
the desk. But how do you tell the man at the back side 


of the desk? 


Sure, there’s also a lot of very good advertising being 
created today far more good than bad, undoubtedly. 


We think we produce our share of good advertising 
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and a lot of other agencies (and clients) do too, 


It’s the bad advertising we see that bothers us, but 
also makes us optimistic about our future growth. We 
are sure that the number of ‘‘average’”’ experts (e.g., 
“I’m an average reader, and I know what advertising 


appeals to me.’’) is dropping. 
So the last question ts this: 


How can you and we, who usually know the differ- 
ence between good and bad advertising, speed up the 


trend? Any suggestions? 


arsteller Kickard, 
G ebhardt miiCoed , Inc. 


ADVERTISING 


NEW YORK * CHICAGO * PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS ¢ BURSON-MARSTELLER ASSOCIATES, INC, 


MARKETING COUNSEL * MARSTELLER RESEARCH, INC 
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Sales Management’s Survey 


Heres new h elp for of Industrial Buying Power -— 


previously a section of 
the over-all Annual Survey — 


industrial marketers | <1“! 


This represents the culmination of a 7-year project—dic- 
tated by the tremendous industrial expansion in post-war 
years and the market information needs of Sales Manage- 
ment’s constantly multiplying audience of industrial sales 
executives. We believe that the Industrial Survey, with a 
separate identity and a stature of importance so rightfully 
its own, will mark a significant contribution to better planned 


industrial marketing. 


THE MAGAZINE 
rie 


(SURVEY OF 
INDUSTRIAL 
ING POWER 


JULY 10, 1957 
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\ “aE 


Prepared for Seles Management 
July 10, 1957 SURVEY OF INDUSTRIAL BUYING POWER 
(Preliminary Eetimates) 


aa : | 
a ’ uaz 25 
Refrigeration i 4 1 a 
Mecatting sn Bipesig Rompe, Tt ‘a 


a 


JUNE 7, 


Rel Beene 


3893 Ball and 
Industrial 


Molds soz Lar 


Here is a sample listing —These new breakdowns will be carried in addi- 
tion to the rankings of counties accounting for majority percentages of 
employment. ~ 


a contribution to scientific 
industrial marketing 


You will find these data invaluable for setting up na- 
tional and territorial sales potentials and quotas, for 
mapping sales territories, planning distribution, finding 
sales soft spots, finding new plant branch and ware- 
house locations, and allocating the advertising dollar 
for maximum value by industry. 


4 


Look for the new Survey of Industrial Buying Power — July 10th, 1957 


THE MAGAZINE OF MARKETING 


386 Fourth Avenue, New York 16, New York 
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THE HUMAN SIDE 


Samsonite 


Sells Itself 


By Selling Travel marae he 


uitcase untle 5 he’s 
or thinks he might 
And nobody 


t better than suitcase 


Nobody buys a 
Zon somew here 
vo omewhere omeday. 


understands 


manutacturers 

Any luggage executive will tell you 
that since Americans—in this most 
traveled of 


gan to take in reasingly to the roads 


all possible worlds—be 


the skies and the rails, luggage Sales 
have zoomed. And at least one lug 
gage manufacturer has decided to give 
the American itching toot a pleasant 
scratch. ‘The manufacturer: Shway 
der Brothers, Inc., Denver, makers of 
Samsonite luggage. 

Recently, while shopping in one of 
New York's biggest department store 
we strayed into the Luggage Depart 
ment And before us was an unusual 
display. It is called the 
Travel Bureau.” It is simply a large 


tanding display 


“Samsonite 


featuring an attrac 
tive piece of Samsonite luggage Sur 
rounded by slots containing post card 
iddressed to Chambers of Commerce 
(or travel directors) in the 100 most 
popular resorts in the U.S., Canada 
and the Caribbean. Say you're inter 
ested in a trip to Vermont. Select the 
ird in the slot marked with that 
State name. It’s already addressed and 
all you need do ts plac e a stamp on it 
ind on the reverse side (headed 
Please send me free, complete infor 
mation whic h will help me to get the 
most out of my trip.) write your 


name and address. Back will come 


the information you want and need 
Simple? You bet. And you'll find it 
hard to forget Samsonite. 

After all, “We're 


business of selling travel as we are of 


as much in the 
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BY HARRY WOODWARD 


SHE SELECTS... and he has a potential customer. 
Herbert Pullitzer, buyer for the Luggage Department, 
Gimbels, New York, knows that interest in Samson- 


selling luggage,” says Emmett Heitler, 
general manager of Samsonite. 

So, in 3,000 luggage departments 
ot department stores and specialty 
shops across the country these Sam 
sonite displays are pulling inquiries. 
Dealers report that their supply of 
postcards is being continually ex 
hausted., 

loday 
whopping $10 million a year on heme 


Americans are spending a 


and foreign travel. But with the 
world’s far places coming closer to 
gether, and less time-consuming to 
reach in the age of flight, people have 
a tendancy to get into a dither about 
where to go. Samsonite, recognizing 
this, seized upon a suggestion by the 
Public Relations Department of Grey 
\dvertising Agency to create a com 
bination display piece would-be tray 
eler’s aid station. 

Before the idea was developed, 
Samsonite selected its 100 resorts on 
the basis of a survey run by its Con 
sumer Service Division. Chambers of 
Commerce were quick to cooperate. 
hey agreed to send inquirers de 
tailed information on their area 
| lac es to Stay, to eat, to see together 
with approximate costs involved, 

‘The whole thing is painless—de 
lightful, in fact. The resorts benefit, 
Samsonite has found its business re 
Hecting the gratitude of the travel 
minded, and the customer gets much 
of the service of a travel agency free. 
He can fill in a dozen cards to as 
many places if he is so minded. And 
all it costs is the mailing. 

A special slot, added to the success 
ful travel display, holds one of Sam 
popular 


sonite’s newest and most 


Bureau” helps build volume for him. 


booklets. It’s called “Pointers on 
Packing.” This little booklet, born of 
hundreds of requests received by the 
company, has also been distributed at 
expositions and business conventions, 
through women’s interests directors 
for carrier companies that use Sam 
sonite Luggage exclusively, and at 
packing demonstrations before wom 
en's club groups. It’s the fruit of 
Samsonite’s knowledge. And it’s so 
good we hereby pass along a few of 
its tips: Put the things you’re going 
to pack in separate piles. Suits and 
dresses go in one pile, underwear in 
another, toilet articles in a third. Pack 
in layers—heavy garments, extra 
shoes, bulky things on the bottom, 
sweaters, swimsuits, light underwear 
near the top. Put your nightwear 
robe, slippers, pajamas—at the very 
top. You'll probably need them first 
when you open your bag. Inspect the 
corners of the bag—often they’re 
miraculously empty. Just the place for 
gloves, a scarf, a belt, socks, sus 
penders. And don’t overload yout 
bag; it makes your clothes wrinkle 
no matter how carefully they're 
packed. 

Don’t forget to tuck in a wash 
cloth 
vide one. Put your extra shoes in 
plastic bags (the kitchen variety). 
‘The bags will prevent shoe stain from 
rubbing off on clothes. Buy toilet ar 
ticles in miniature sizes and leave 
them in the bag for the next trip. 
And, finally, pack a flashlight for lo 
cating unfamiliar doorlocks, checking 
your clock in the middle of the night 
or finding a missing collar button. 

The End 


hotels and motels seldom pro 
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Six Steps to Successful Selling 


a 


wah 


: KEEP CUS 
“CLOSE TH E ORDER 


MAKE pROPOSA : 
CREATE PREFERENCE | 


~ AROUSE INTEREST 


CONTACT 


MMMM MORE ADVERTISING HERE MEANS 


MMMM MORE SALES TIME HERE 


Business Publication Advertising works before, dur- 
ing and between your salesman’s calls. It helps build ~ = ete 


your markets and holds them against competition. 


INCORPORATE 


~ 
AbD 330 WEST 42ND STREET, NEW VORK 36, N. yY. @ 


To tell where you are 


— | 


SS 


= 


To tell where you're going 


To tell you how to get there 


Research can be used for any of the jobs above 
It is usually most valuable when it is used for 


in the order given. 


YOUNG & RUBICAM, INC. Advertising 


all three 


San Juan 


Mexico City « 


« London 


OK. 


‘Thanks to pages like these, phrases 
such as “Now where did I put that 
piece I wanted to show you?” and 
“Here’s what I should have told you 
earlier” are on their way out of 
sales parlance. Indeed, Charles Me- 
Dermott, Johnson & Johnson's sales 
training director, maintains that from 
now on there is little chance that 
druggists or operators of drug de- 
partments in food and department 
stores will hear such words from 
J & J’s salesmen. 

In preparing for the June push 
on J & J’s year-and-a-half-old cam- 
paign built around “The Adventures 
of Robin Hood” on CBS TV, Me- 
Dermott has been holding a series of 
two-week courses for sales trainees 
and area managers back for a “re- 
fresher.” As a feature of these, he 
outfits the men with kits of materials 
for assembling their own _ sales 
presentations. 

The kits were designed for their 
producer, Joshua Meier Co., by its 
advertising manager, Cynthia Smith, 
and are offered for general sale under 
the name, Sell*It*Kit. They consist 
of a simulated leather _ binder, 
10’x1114”; instructions, a set of 
blank pages, sheets of bullets, dots 
and arrows; a tube of rubber cement ; 
a pencil with red lead on one end, 
blue lead on the other. With this 
equipment, salesmen with or without 
artistic ability can build individual 
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Salesmen’'s Own 


Paste-Ups Keep 


Band-Aid Story 
Stuck Together 7 


"If you want to train men successfully, if you want to train 


them rapidly, and you want them to retain the values of 


training, remember that they learn best by going over the 


ground themselves, says J & J sales training director. 


sales presentations tailored to the 
needs of customers and prospects. 

The kit’s value goes beyond the 
attractiveness of the end product. 
Mrs. Smith points out that in creating 
effective kits, salesmen attain a 
thorough grasp of their company’s 
promotions; that the kit provides a 
medium through which they can 
demonstrate that understanding to 
prospects. 

McDermott’s students put to 
gether their sales presentations on 
their own time after their formal 
training session at J & J’s New 
Brunswick, N. J., headquarters, just 
as they will when they return to their 
territories and modify the assemble 
it-yourself presentations to fit various 
prospects, 

Since all components can be pur 
chased at local stationers, McDermott 
anticipates that salesmen will pro 
long the life of the basic kit by re 
organizing it to highlight new points 
in succeeding J & J promotions. 

It is his hope that this new tool 
will help the salesmen carry the 


product story they have learned back 
to the field with less dilution than 
might otherwise occur. Yet if there 
were ever a merchandising program 
strong enough to resist such dilution, 
it would seem to be J & J’s hale and 
hearty Robin Mood promotion. 
“The Adventures of Robin Heod” 
co-sponsored with Wiidroot Co. 
boasts a Monday night TV audience 
of 40 million. Some 40,000 teachers 
have asked for J & J’s Sherwood 
Forest maps. Kids are 
swapping Robin Hood trading cards 
from more than three million BAND 
AID Adhesive Bandages packages that 
retailed for $1.4 million. Ripples of 
favorable publicity are still being felt 
from a $100,000 jingle contest that 
produced retail sales of $3,681,000. 
Johnson & Johnson introduced the 
assemble-it-yourself kits when it 
launched a trade deal described as the 
“9O-Second Profit Maker,” centering 
around an easily assembled display. 


classroom 


J & J counts on salesmen building 
into their individual sales presenta 
tions promotional elements used by 


the company to create trade excite- 
ment for the products advertised on 
the Robin Hood TV program. 

With the aid of the kit’s instru 
tion book, J & J’s salesmen have used 
the materials provided, and some of 
to attain the fol 


ales objec tive 


their own invention 
| 


hOWiInNY 


attention, 
7 he sales 


Man can plac ce visual aids on a black 


1. Gain the prospect's 


interest, desire and action. 


or white sheet which he inserts into a 
Mylar clear pla ti In a 
one-inch-thick he can use as 
Many as sheets to tell his 


Mylar’s resistance to s ratch 


protector, 
binder 
Sti h 


Story 


Would You 


ing and tearing is considered a guar- 
antee that the salesman can reuse his 
basic folder for many successive J & J 
promotions, 


2. Dramatize the elements in the pres- 
entation. The kit provides differ- 
ent colored sheets with die-cut, push- 
out stars, arrows, bullets, or bars for 
charts (messages can be typed or 
handwritten on all of these) ; stencils 
of letters, designs and symbols ($, for 
example) ; and even a ruler to facili 
tate copy alignment. 


3. Picture the user benefits, The sales 
man can pick stock illustrations from 


Drive Coast to Coast 


in a 


Model T 


Well hardly. 


But you'd be surprised how many com 
panies think nothing of operating their 
business the same old-fashioned way 
“grandfather” did 40 years ago 

They either don’t know — or won't 
listen —to the facts about modern 
distribution practices 

[he distribution and marketing of 
industrial products consists of many 
steps necessary to move an item from 
its place of manufacture to its ultimate 
point of use finding, developing, 
selling and servicing markets; ware 
housing and stocking; packing, ship 
ping, 
billing, collections 

Wait — stop right here. This is where 
the men are separated fron’ the boys 
Or, if you will, where modern, abreast 
of-the-times companies with an eye to 
more sales at less cost win out over 
their less progressive competitors, and 
decide that this is where industrial 


delivering; customers’ credits, 


distributors fit in 

[he modern manufacturer knows 
that most of these steps in the distri- 
bution process can be done for him by 
industrial distributors more efficiently 
and economically than he can do them 
himself. He turns to his own good ac- 
count industrial distributors” proven 
record of sales ($4.5 billion last year) 
and service to industry. He moves the 
distribution load from his company’s 
shoulders to the capable broad back of 
the nationwide network of industrial 
distributors. 

If your company does not now have 
a distributor selling plan, but should 

or, if you'd like to further utilize 
distributors we'll be glad to help 
you analyze your present method and 
suggest how you can effectively mod- 
ernize your distribution set-up. We 
know pretty much about it. We've been 
right in the middle of the industrial 
distributor business since 1911. Write 
us al 


a mecraw-wicc puscicarion Industrial Distribution 


ABP ABC 
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330 West 42nd St., New York 36, N. Y. 


the kit to paste in his presentation. If 
he likes, he can even insert a photo 
of Marilyn Monroe. 

In addition, the kit contains tissue 
patterns which help the salesman lay 
out his pages artistically and organize 
his ideas into a tested sales sequence. 
There is a suggested opening page and 
succession of page layouts leading to 
an effective closing page. 

Before J & J’s salesmen begin to 
put their kits together, McDermott 
encourages them to: 

List all the prospect's possible buy 
ing reasons: fast turnover, profit, 
trafic, demand, advertising, or suc- 
cess factors discovered by other cus 
tomers. 

Arrange these appeals in ascending 
order of importance so that they lead 
logically to an order. 

Substantiate each point with fig- 
ures or other exact information. 

Condense these reasons and proofs 
into headlines that are punchy but do 
not tell the whole story—thus en 
couraging further conversation. 

Select illustrations that will em 
phasize and not detract from each 
item. McDermott urges salesmen to 
use different colors for charts telling 
competitive brand stories. He also 
suggests use of testimonials. 

Lay out pages. Salesmen are ad 
vised to feature, on each right-hand 
page, only one reason to buy. Addi- 
tional buying reasons on left-hand 
pages would distract prospects from 
the salesman’s logical approach to the 
order, McDermott explains. 


Likes Teasers 
McDermott 


opening page be devoted either to a 
teaser device or to the best possible 
illustration of the merchandise or ma 
terials being offered. 

By counting the number of sub 
points under each major sales argu- 
ment, the salesman can determine 
how many elements to place on the 
second and subsequent pages. He 
can then devise his own arrangement 
or follow one of the suggested lay 
outs provided. Where an exact illus 
tration of a point is not available, the 
salesman may select art or wording 
that demonstrates the opposite, and 
draw a large red “X” through this. 

On the closing page, salesmen may 
list prices for different quantities or 
sizes, so they can steer the sales talk 
naturally into the question, ‘Which 
would best suit your needs?” ‘The 
price sheet can be supplemented by a 
list of satisfied users, suggesting the 
query, “How soon can we start serv- 
ing you?” 


recommends that the 
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At Johnson & — New 
Brunswick, N. J., headquarters, the 
sales training director devotes only a 
brief initial session to the kits and ex 
plains that they are to be developed 
as homework, embodying product 
knowledge and other information 
from the rest of the curriculum. 

Pointe rs the salesn I were given 


binders it 


Before call ng on a prospect de 

ne his particular needs. Gain 

ittention immediately by suggest 

solution to his problems. This 

leads to the q iestion, “May show 
how ?’ 


Nn 1dvance. Ask 

other surface be 

if necessary, Keep two or 

prospects on your side of the 
counter, 


3. Don’t just read: show interest 
d enthusiasm. * » voice should 


ress confidence in tl product. 


} Depart trom the general text 
wherever an appropriate, specific ex 
ample will clarify a point for a par 

ilar prospect 

about in errupfions 

tion pick up the 

your reasoning. If neces 

a vital point can be answered 
immediately by flipping to another 
but it is better te a\ “We'll 


moment 


in the prospect continu 

making favorable comparisons 
vetween his situation and that of 
other firms cited as examples. Let him 
take over and sell himself if he is 


sly enthu ast 


7. Win agreement on ea h point as 
you go along; ask some questions that 
draw a nod before you move on 


point. 


8. Ask for the order at the first op 
ortunity; you don’t have to wait till 
ou reach the end of you presenta 

If you receive ; der at an 

point close the kit and take out 
ir order blank ‘There is no point 
working over ground that might 
sell the prospect. 


9. Know ur story perfectly. Try 
on. associates Don’t be content 
itation Know how to meet 


Variety Of argument or interrup 


The End 


A 
GREAT 
SELLING M EDIUM 
_— 


In Ancient Egypt, a man could tell about his services by painting 


pictures on a wall. Today, it takes more than pictures 


Important in your understanding of Reply-O-Letter as a great 
selling medium is that it paints compelling word pictures and 
it costs you less. You combine three expensive typing jobs in one 


. salatation, address, and the recipient's “signature 


Reply Q-Letter costs less than the “so-called proe essed letter: less 
than a multigraphed, filled-in, letter; searcely LO% more (in the 


mail) than a printed letter and it outperforms all three! 


But beyond cost adyantages, you can also tap the experience of a 
24-year old direct mail organization. When you are pressured for 
new ideas you may find we alre ady have solved the problem you 
face. Our staff can save you costly errors help you achieve 
success with the great selling medium they know so well 
Reply-O-Letter. All at no cost to you 


Write today for the Reply 


() | etter booklet — 
on the 3 R’s of Direct Mail 2 y F 
cy 


REPLY-O-LETTER 


7 Central Park West \ 
New York 23, New York 


VA 


HOUSEHOLD GOODS 
DISPLAYS AND EXHIBITS Mail Promotion 
OFFICE EQUIPMENT 


By JANET GIBBS 
Safe, prompt, dependable long distance 
moving service from coast to coast. Sales Promotion and 
FREE Moving Day Kit Direct Mail Counsel 
—full of helps, labels, address cards, . 
to all personnel transfers. bd d AA, 
Call your toca its an isses 
Wheaton Agent (500 


Agents — all principal ? , p 
cities) or write te: YOU SAID IT... Russell Bright, director of marketing for 


Hughes Brushes of Canada, Ltd., says, ““This direct mail piece [from 

Wh ‘The National Plastic Products Co.] is headlined ‘NEWS from the 
earon pioneers in man-made bristles’. . . but where is the news?” 

Van Levas, rau He continues, “My interest was aroused as we use a tremendous 

General Office quantity of nylon in our brushes. Our supplier is Du Pont. Why 

Sept, 5, lntennpetin, Indione couldn't the new supplier tell me why I should buy his product, or 

LONG DISTANCE MOVING send prices, or samples? In other words, the mailing is a complete 

“the safest distance between two points’ waste,” 
Western affiliate: He’s right. Format was simple: 8'/.”x11” page folded to 514”x8y 
LYON VAN LINES, Inc, and offset in black on white. Copy merely carried the NEWS head 


Los Angeles, California ; : 
ad line plus a bold display line to indicate the kind of product offered, 


” 


the names of manufacturer and distributor, both located in the U.S 

What did National Plastic Products hope to accomplish?: An- 
nounce the fact that it made bristles? advertise that Frederick H. 
Cone & Co. Inc., N.Y., is the distributor? Who cares? Why should 
the onus be on Bright to find out why National’s product may be 
better in quality or price; or how he can get samples and prices? 
Why should he have to figure out what benefits he might enjoy if 
he were willing to switch from a long-time supplier? 

And why didn’t the mailer make it easy for prospects to ask for 


samples and prices? Yes sir, this one belongs in the round file. 


HEADLINES VS. PERSONALIZATION: Cornwall! Corp., Boston, 
recently mailed a letter produced by some low-cost duplicating method 

. ina faded purple ink. It was personalized with a six-line fill-in 
in black, and addressed to an executive who had left the firm almost 


two years before. What a waste of money! 


| Pe The moral? Form letters might better carry a challenging head 
CIBA Pharmaceutical utilized striking realism 


| in the introduction of new drugs to “restore , ; 
emotional stability.” Brilliant colors  silk- use personalized lists, make sure they're up-to-date. Whether you 
screened on book cloth spotlight printed | buy the list or maintain your own, find out when it was last ‘‘cleaned.”’ 
| photos of patients. Recommended drugs =’ With the high percentage of executive turnover this is a must 
jroroene to doctors when folder is opened flat. 
Consult Sloves to diagnose your presenta- 
tion ailments, or write for custom samples, 
om. SM-6 


100°% EXPOSURE AND MAXIMUM ATTENTION was reported 
‘Ss LOV ec S| on the Dodge mailing to Dodge dealers in the New York Metro 
| MECHANICAL wiemiNe CO. 100. | politan Area. Its agency developed an inexpensive sales message 
{601 W. 26th ST.. NEW YORK 1. AL 5-2552 ! mailer... written in Chinese characters and mailed from the Hong 


pee elandaneipenhthen dee cen anen* Kong office. 


line, unless you do a careful matching job on the fill-in. And if you 


except in a few stable industries. 
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You Get Things Done With 
Boardmaster Visual Control 


his isn’t a new technique, but it is usually a successful one. Ask 
your mailing house how to arrange for letters (or cards, etc.) to be 
mailed from abroad. There is glamor and excitement in receiving 


mail with foreign postage stamps. You'll get readership. 


BUDGET-WISE promotion men keep specific records. Could be all 
this talk about slashing the government's budget that makes me won 
der what happens to the average ad or promotion manager when 
the top brass decides to solve a tight money problem by cutting the 
advertising budget. He’s a dead duck without facts—the undeniable 
evidence, in dollars and sense, that mail promotion pays off. 

With the reported cost of industrial sales calls at a high of $20 
per call—and still rising—you can build an impressive “case” for 
mail promotion in a business of any size. 

Keep a scrapbook or some permanent record of results plus other 


evidence of success: awards, complimentary letters, increased number Gives Graphic Picture of Your Opera 
tions—Spotlighted by Color 
Facts at a glance—Saves Time, Saves 
all the facts you'll need when and if your budget is challenged. Money, Prevents Errors 
Simple to operate—Type or Write on 
Cards, Snap in Grooves 
OFF-BEAT DOOR OPENERS were featured by Frederick Post Co. Ideal for Production, Traffic, Inventory 
- Scheduling, Sales, Etc 
to open doors long closed to its salesmen. Post makes drafting and Made of Metal. Compact and Attractive 


engineering material, including sensitized paper. Recently it devel Over 150,000 in Use 


oped a new coating process that needed personal demonstration, Complete price $4g5° including cards 


‘To pave the way for the salesiaan’s visit, five novelty “test kits” CREE 24-PAGE BOOKLET NO. S-500 
were mailed a week apart, with the personal call made immediately Bi Without Obligation 


of qualified sales leads at lowered costs, hypoed sales volume, ete. 


after the last mailing. Each contained a sample of the new paper; Write for Your Copy Today 


a brochure des ribing the coating process; a personal note from tack GRAPHIC SYSTEMS 


Post, V-p sales: and a unique testing device based on ball bearing 55 West 42nd Street © New York 36, N.Y, 


tacks, corks, matches, whistles. 
| | 
FOR SALE 


25,000 PROSPECTS 


for Less than 


”® per Name | **enahaag | 


CHICAGO AND ILLINOIS 
MANUFACTURERS 


Located and Classified 
Accurately for You 


No other directories 

like these to help 

sales managers, sales 

men and for direct 

mail. The Sectionalized Market Selector 
locates prospects geographically 

by counties in Illinois . . then lists, 
variety. For example: Copy for the Blood Test Kit read, “Now you classifies and cross-references them. Gives 


Instructions for conducting the tests were of the tongue-in-cheek 


. vital details of every company such 
can find out who the real blue bloods are, Sprinkle tacks stealthily as number of employees, officers depart 
on chair, wait for subject to make contact. Then inspect tacks care ment heads, and a by SIC numbers 
Tells everything for effective sales ap 
\ . »-R » 2 lle 2 ‘' > 7 . 
fully. Score as follows: Blue blood, excellent (real Mayflower stock ) : proach. Latest information verified 
red blood (just another all-American); no blood (hmmmmm?) ; Your money couldn't buy a better invest 
>\ ment for sales and profits, Mail coupon 
no tack (hmmmmm?). 

for brochure 

Instructions, along with probable consequences, were printed on 


Send facts on Sectionalized Market Selectors t 

6x4” colored stock. In each case, copy concluded that only a test ee eee eee ene oe 
) ’ Name 

would prove the quality of Post’s new paper. Address 


Sales reports show that the direct mail campaign resulted in a City and State 


record number of conversions of hard-to-see prospects into cus DONOHUE DIRECTORIES, INC. 


tomers. The End Suite 1433... 14 East Jackson Bivd 
Chicago 4, Illinois 
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Tide-vertiser 


says its easier to start 


a habit than to stop 


one!’ And Seventeen, 


1 new aavertiser tri 


nizes that more and 


more top aavertising 


executives are starting 


the Tide habit. 
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Sales Promotion 
idea File 


Making It Easier 
For Customers to Order 


Mercury Business Machines invited 
listeners to Its commercials on 
WOXR, New York, to wire collect 
for estimates. ‘The New York Tele 
phone Co. suggests in its ads that 
sales managers invite their customers 
to phone orders collect. Many com- 
panies neglect such methods of fa- 
cilitating orders. Written confirma 
tion of verbal orders can be as binding 
on the customer as a written ordet 
from him would be. For sample of a 
legally binding letter of confirma 
tion, write to Louis N. Fields, Legal 
\dviser to the League of Advertising 
\gencies, 220 West 42nd St., New 
York, N. Y. 


How to Get 
On Uncle Sam's Mailing List 


I’very year the U.S. Government 
prints thousands of books and pam- 
phlets, many of which are helpful in 
sales promotion, research and other 
phases of marketing. A directory of 
current publications, called “Selected 
United States Government Publica- 
tions,” is issued biweekly. You can 
receive it free by writing to Super- 
intendent of Documents, Govern- 
ment Printing Office, Washington 5, 
a. &. 


"Take-One" Transitads 
Are Great Lead-Getters 


Have you ever seen a pad of tear- 
off coupons on a car card? This 
simple device is amazingly effective in 
producing leads, booklet requests and 
mail orders, One possible reason for 
success of “take-ones’” may be the 
average length of each rider’s trip, 
25 minutes. For a sample of “take- 
one” cards and full information on 
transportation advertising, a some 
times overlooked primary medium, 

rite to Seymour Vall, National 
Iransitads, Inc., 120 East 56th St., 
New York, N. ¥. 


By LARRY SCHWARTZ 


President 
Wexton Advertising Agency 


New Stick-On 
identification Badge 


A new time-saving badge goes into 
the typewriter and onto the lapel 
without pins or other devices for at 
tac hing. Jacking peels off instantly 
and badge adheres well and cleanly 
to any clothing surface. For sample 
and prices, write Jack-Bilt Corp., 906 
Central St., Kansas City, Mo. 


Display Shippers 
Printed in Full Color 

Shipping cartons, floor — stands, 
counter units and prepacked displays 
now carry your national advertising 
right through to the point of purchase. 
Inspired by Harry Meeker, advet 
tising production manager of Colgate 
Palmolive Co., a leading manufa 
turer of displays has developed a 
process that makes it possible to use 
lithography, rotogravure or flexog 
raphy to reproduce halftones in full 
color, either from artwork or trans 
parencies, on corrugated boxes. For 
information write Paul Bouchever 
Gibraltar Corrugated Paper Co., 350 
Warren St., Jersey City 2, N. J. 


Bingo Pays Off 
At Sales Meeting 


Calvert Distillers numbered each 
ad and promotion piece in port 
folios given to salesmen at whole- 
salers’ sales meeting, got unprecedent- 
ed attention and results by distrib 
uting Bingo cards to salesmen, and 
awarding cash to those whose cards 
spelled out “Moola.” For details on 
this novel approach, write Jack 
Wachtel, Merchandising Director, 
Calvert Distillers Co., 405 Lexing 
ton Avenue, New York, N. Y. 


Are New Parents 
Prospects for You? 

Supply your dealers with lists of 
new parents in their areas, and sup 
ply them with a mailing piece to 
promote your product to those parents. 
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Lists available from Arthur Martin 
Karl, Names Unlimited, 352 Fourth 
Ave., New York, N. Y. 


New Approach to Prizes 


With so many firms going in for 
high-ticket prizes, it’s a refreshing 
change of pace to offer many low- 
priced, yet unusual items, such as 
those included in the Damar catalog. 
Hundreds of items in the $1-$30 
range are shown, from Ming trees 
to wine racks, a pocket-size electric 
water heater, spring-powered shaver, 
etc. Catalogs are provided free for 
your promotions. Write for sample 
to David Margulies, Damar Prod- 
ucts, Inc., Elizabeth, N. J. 


New "Do-it-Yourself" 
Presentation Book for Salesmen 

A compact “Sell*It*Kit” [see 
page 81 this issue for report on its 
use by J & J] which enables an indi- 
vidual to make his own professional 
visual presentation is offered for 
$8.95 by Joshua Meier Co., 601 
West 26th St., New York, N. Y. 
Contains VPD Spel-binder with 10 
acetate pages, mounting sheets, stock 
illustrations and colored paper for 
dressing up the presentation, graph 
ruled sheets, color pencil, lettering 
guide, ruler, paste and tissue layout 
guides. Write to Mrs. Cynthia Smith 
tor catalog, or to order. 

Another clever idea in presenta 
tions is a ring binder with a window 
in the cover, permitting you to use 
any printed piece or photo as a front 
cover design. Sample sent on 10-day 
approval by Gerry Fossler, G. O. 
Fossler & Assoc., 154 Erie St., Chi- 
cago, Ill. 


Miniature Models 


Scale models of your product, 
plant, etc., can be made by Atkins & 
Merrill, South Sudbury, Mass., 
adding a nice touch to exhibits, 
presentations, displays. 


HONUUUUUOUOOUUOUUOOCEUCOEOOEUOUEOCOOUUOUOOOOOOOUOEE 
@ SALES PROMOTION IDEA FILE 


is a review of sales-producing tools 
and ideas, designed to stimulate the 
thinking of sales-minded executives. 
The materials referred to each month 
are displayed during the same month 
at The Advertising Center, 285 Mad- 
ison Ave. at 41st St., New York, N. Y. 
Contributions to this column and 
questions about advertising, sales pro- 
motion or marketing problems should 
be sent to Larry Schwartz c/o SALES 
MANAGEMENT, 386 Fourth Ave., 
New York 16, N. Y. 
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Your Checklist 
for Sales... 


4 pen advantage of all marketing essentials and your 
program becomes more effective than ever before. 


One essential often overlooked is the loose-leaf system 
of cataloging, perfected by Heinn. With Heinn Loose 
Leaf Binders and Colorific Indexes, your salesmen and 
customers have quick access to current facts about 
products, prices and sales policies. Orders come faster 
and your salesmen make more calls per day. Your 
total sales volume rises. 
Hundreds of America’s leading manufacturers and 
wholesalers keep placing repeat orders for Heinn Loose 
Leaf Binders. They know the 
value of Heinn products to 


i their own marketing opera- 
tions. And they accept no 
substitutes. 


Why should you? 
Copyright 1957, by The Heinn Company, Milwaukee . . 


Le 


THE HEINN COMPANY, 3/4 W. Florida St., Milwaukee 4, Wis. : 

For all the facts We ore listing quantities of items on which we'd like complete information: § 

‘ . Salesmen's Catalog Binders i 
about Heinn ety hei Send “Facts at Your Finger. § 
Monual Covers tips Meinns new booklet ‘ 

products, send . ata oy ad for the cateles plenner : 
P ecoaae ] Have your ‘ 

a request on wee Doone representative call ’ 
Colorific Indexes : 

\ tterhe: ' 
your letterhead vara : 
‘ 

Or clip and mail Firm ’ 
' 

this coupon Address ' 

' 

City Stote ‘ 

Cem eeeewewessas eee sae seeesseesascaacant 
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Scotch whisky ? 


..-In households serving Scotch whisky, 


The News has more readers than an y two other 


New York morning papers combined ...and more 


than any two New York evening papers combined ! 


JUNE 7, 


Scotch servers have one thing in common 
— they can’t have thistles in their purse! 
In metropolitan New York, their favorite 
with 1,040,000 


adult readers in households serving Scotch — 


newspaper is The News 


510,000 more than the 
World-Telegram & Sun 
550.000 more than the Mirror 


560,000 more than the Times 

590,000 more than the 
Journal-American 

680,000 more than the Post 

740,000 more than the 


Herald Tribune 


Buyers of this illustrious import are 
also better prospects for the better price 
lines and all quality merchandise. 

And The News moreover delivers more 
readers in families with $10,000 and up 
incomes, more in the $5,000-plus bracket, 
more owners of air-conditioning units, more 
home owners, more families with children, 
more bondholders and stockholders, more 
customers for better goods and volume! 

In the nation’s richest market, The News 
with 4,780,000 readers daily delivers most 
buyers and prospects—because it has most to 
deliver! Ask for all the facts. 


The News, New York’s Picture Newspaper... 


1957 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 
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Sales Promotion 
at Work 


MELODEE LANE LINGERIE, INC., attributes 
a 20% sales increase to adoption of Alathon 
(product of Du Pont) bags. Stanley D. Gross 
man, sales manager, says bags insure virgin 
pack for retailer, offer easy storage and han 
dling, reduce markdowns. “But one sample 
garment must be left unwrapped for shoppers’ 
inspection. Our bouffants are 


style items; 


customers want to see before buying.” 


THE SAVINGS ARE BIG for Buzza Cardozo, greeting card manu- 
facturers, Cellophane packages are credited with 20% savings in 
labor, 65% in materials, 50% in storage space, 35% in shipping 
costs. Unsealed back seam permits insertion of 
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"“See-through” Packaging: 
Everybody's 
Doing It 


Wider and wider is the variety of products whose 
manufacturers are finding both cost-savings and 
merchandising advantages in transparent wraps. 
Here: | | examples. 


Ask for statistics on the overall picture in transparent, flexible 
packaging, and you draw a blank. Reason: ‘There are so many new 
materials being developed, and their applications multiply like rabbits. 

On, cellophane alone—the granddaddy of all plastic films—this 
year’s production will run between 400 and 450 million pounds cem- 
pared to about 330 million in 1956. New productive capacity has 
corrected a five-year shortage; the industry’s biggest producers (Du 
Pont, Olin, American Viscose) are now in for some “hard sell,” 

‘Today there are all sorts of “combination” materials, like lamina- 
tions. In such combinations are found wide varieties of eharacteristics, 
in addition to the basic advantages of visibility of contents, protection 
against soil and pilferage, light weight, ease of handling. One ma- 
terial may ‘breathe’; another may be moisture-proof; still another, 
non-fogging, for example. 

‘lwo applications are gaining ground: the use of flexible film for 
multiple packaging [see Bromo Seltzer photo], and “skin packaging,” 
with the film contoured to the shape of the product [see Stanley Hard- 
ware photo]. 


NEW DISPLAY POSSIBILITIES were 
opened up when J. P. Stevens & Co. 
adopted polyethylene bags for sheets 
and pillow cases. Bags have special 
prefab loop closure to permit removal 
and subsequent replacement of sheet 
by salesperson. Coral pink band and 
border, printing in white and charcoal 
a stock card. gray. (Bags by Container Corp.) 
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REDUCED MARKDOWNS followed 
adoption of cellophane four-color 
packs for Majorette rayon panties 
manufactured by Cute Undies. En- 
velopes are packed six to a box for 
multiple selling, or stacked in shipping 
carton which doubles as a counter 
display. (Packages by Lassiter Corp.) 


BEATING THE HUMIDITY. Factory 
parts supplied by Victor Animato- 


aa ae ae ae TO EACH ITS OWN: Individual pieces of silver manufactured 
one Gage with VPI (Vapor Phase tn- by Lunt Silversmiths are sheathed in bags of Alathon to protect 


hibitor) paper. Both dirt and moisture them from tarnish and fingerprints, yet remain fully visible. 
are sealed out. “This type of pack- 


aging is especially beneficial in tropi- 
cal areas,” says the manufacturer. 


HEY, WHAT’S THIS? Answer: clams 
on the half shell, frozen in the pack. 
age. Redi Foods Co. Bag is made of 
Alathon which retains its toughness 
and flexibility even when —95°. 


NEW SALES “OOMPH” for hardware 
Skin packaging with cast viny! 
film protects a variety of hardware 
items (hinges, hasps, latches, door 
pulls, for example) made by Stanley 
Hardware Div., The Stanley Works. 
Each item, screws included, is mount 
ed on a card which carries instruc 
tions on use on the back, Units fit 
neatly into a display rack. Shown 
here, in close-up, is a safety hasp. 
(Film is Krene, by Bakelite Co.) 
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MORE CONVENIENCE for busy housewives is 
offered by Texas Brands, Inc. Pre-cocked 
frozen dinner (entree and two vegetables) is 
packed in a bag of polyester film combined 
with polyethylene. Bags are merely dropped 


in boiling water for a few minutes, removed, 


torn open for service. Freezer to table time: 
10 minutes. No pans or spoons to wash. (Mate 
rial is Mylar, product of Du Pont.) 


"See-through" Packaging... 


(continued from preceding page) 


MIDGETS: Smaller than a matchbook 
is the cellophane-wrapped package 
used by Blue Island Specialty Co., 
Inc., for its Bisco dental burs. Package 
holds six drills set in a grooved wood- 
en or plastic block. Semi-circular cut- 
away window reveals type of bur. 
Cellophane is Avisco, product of 
American Viscose Corp. 


MULTIPLE PACK: Emerson Drug Co., Divi 
sion of Warner-Lambert, Inc. uses cellophane 
“bundling” for Bromo Seltzer. Advantages: 
wholesaler handies six packages as one, there 
is quick identity, labor and handling costs are 
reduced, Illustration at left shows former pack- 
aging method. (Olin cellophane.) 
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Here's a REAL Pocket Secretary... 


just the thing to give to your customers as 


AME AND ADORESS 


a good-will gift—or to your salesmen, 
dealers or distributors at meetings, con- 


ventions and other important gatherings. 


Available in Genuine Morocco, Genuine 
Cowhide and Genuine Pigskin. With your 
ad stamped in genuine gold, it is a useful, 
continuous reminder of YOU. 


Let us know the quantity you need — we'll 


send cost information promptly. 
Minimum order — 25 pieces. 


For sample of No. 921 as illustrated, send 
$3.00 — rebated on receipt of an order. 


ADVERTISING CORPORATION OF AMERICA 


Manufacturers Easthampton, Mass. 


live cul of w. 5 
work cul of tt... 


® 


It’s the bag with the split personality for your overnight business 
trips. One side of the Snapak has three roomy po kets for your corre 
spondence and records. The other side is a hidden compartment, big 


enough to hold an extra shirt, a tie or two and your toilet articles. A full 
center flap hides the compartment when you open your Snapak during a 
business call. Also available with pockets on both sides and no flap 

Made of handsome top grain cowhide in several colors and styles 
12” high, 17” or 18” long, 4”, 5” or 6” wide. Solid leather handles, 
ATT , safety lock, reinforced corners. At your favorite luggage or department 
\ Hi Leather Goods Co., Inc. store. Custom-built bags for your entire organization also available on 
| JUL 


Cincinnati 25, Ohio request. Write for quotations 
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Ira ning in the social graces is now 


a routine——and important phase of 
the sales tra ning program of Crown 
Cork & Seal Co Inc., Baltimore 

Ihe firm makes bottle caps and 
filling machinery for beer, carbonated 
hye erages and milk 


Lhe object of rounding out tee lini 
cal training with lessons from Emily 
Post's social bible 1S 


company want to improve human 


! 
simple: Lhe 
relations with its customers and pro 
pects 

Crown's machinery is sold by sales 
representatives to brewers, bottlers of 


carbonated beverages, dairies, and 


food packers all over the world. Spe 
cially trained sales engineers are avail 
able to furnish technical advice and 
issistance to both salesmen and ci 

tomers. Under supervision of sales 
engineers, field service representatives 


install and eETV ICES the Trae hine ry. 


he \é 9 
" pane! ey 


\ 


ON THE JOB, Crown Cork & Seal field representatives are 
charged with the exacting job of installing and servicing 


bottling machinery. But they have 


obligation: to build good will with everyone they meet 
when they visit a customer's plant. So a new dimension 
was added to their company sales training program. 
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another important 


“Machinery Men, 


Meet Emily Post: 


She's Your New Teacher’ 


Well, Crown Cork & Seal Co. didn't say it just that 


way, but it did include a course in social behavior 


in its latest training curriculum... and with Emily 


as the authority. Object: Smoother relations with 


customers by more attention to courtesy and tact. 


Like most companies, Crown for 
years recognized the importance of 
the field service representative, but 
mostly from the technical point of 
view. If the machinery was instailed 
correctly and kept functioning at a 
the work of 


the field service representative was 


high degree of efficiency, 


considered satisfactory. But complaints 
occasionally would sift in from the 
field. When they were tracked down, 
it was found, in most instances, that 


making smooth 


not the machinery but the human ele 
ment—the field service representative 

was slightly off beat. “Typical com- 
plaints from customers were: the right 
person had not been thoroughly in- 
structed in the operation of the ma- 
the field service representa 
tive had failed to discuss a completed 
repair with the plant maintenance 
and had 
niously left the plant; the field service 
rubbed 


chinery; 


representative unceremo 


representative had someone 


HERE THEY ARE, same men, doing some cramming in 
preparation for a role playing session on how to acknowl- 
edge an introduction. Their text is the widely-known book 
by Etiquette Authority Post. Men became so adept at 
introductions, some of them surprised 
their wives. Course covered other social graces as well. 
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TOLEDO is the key # ~ to the sea 


Ninth largest port in the U.S., Toledo is already the center of Ohio's third market 
it be when the St. Lawrence 


$1.996.423.000 net effective buying power.” What will 


Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


And are the 


key 7 to this great and growing market on the St. 


Lawrence Seaway. There are no duplicate keys. 


Ask us for THRE BIG PLUS —(.e., markeling 


assistance as only newspapers ean give il, 


TOLEDO & Daily ond S UMLOY O TIMES Moruing 


SBBSBPRESER TT ED S. F B@Gtdeveey. REGAWN & . ct euty F.. 1 


*Sales Management Survey of Buying Power, May 10, 1957 
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“This is the size we use for the Growing Greensboro Market!" 


4 


It’s a sizzling market with a pleasant aroma of sales 
in Greensboro’s rich, 12-county ABC Retail Trading 
Area! Consumers consume and buyers buy and readers 
read the Greensboro News and Record. Put a strip 
of your budget into North Carolina’s paper that gets 
results. Over 100,000 Circulation Daily—Over 400,000 
Readers Daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Sales Managemenc Figures 
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the wrong way over an unimportant 
issue 

Crown decided to investigate the 
situation and try to come up with a 
program which would enhance cus 
tomer relations to the greatest pos 
sible degree, and minimize complaints 
due to the human element. 

‘The initial step was to obtain top 
level direction. A “working team” 
was organized, made up of the dire 
tor of sales, division general managers 
and division sales managers, corporate 
and divisional training personnel, the 
corporate director of industrial rela 
tions, and divisional managers of in 
dustrial relations 

This group, working in smalle: 
teams, determined that there was a 
need for 20 additional field service 
representatives ; that special emphasis 
should be given to customer relations, 
and that activities of the field service 
representative should be fused with 
activities of the sales representative 
and sales engineer to bring about a 
unified sales effort. “he program was 
then turned over to industrial rela 
tions personnel to work out details. 

I-very level in the organization was 
tapped to enrich the program. Engi 
neers contributed to the scientific and 
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Greensboro I i 
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Represented by Jann & Kelley, Inc. 


technical skills area; shop personnel 
helped explain the ‘nuts and bolts” of 
each Crown trade machine; industrial 
relations and sales personnel contrib 
uted in the area of customer relations. 

Ihe initial selection of new field 
representatives was accom- 
plished principally by depth inte: 
viewing and a carefully selected bat- 
tery of tests. Since emphasis was to 
be placed on customer relations, as 
well as technical aspects of the job, 


service 


interviews and tests explored the area 
of personality in addition to mechani 
cal adaptability. 


One Out of Five 


Approximately 100 candidates were 
examined. Consideration was given 
to appearance and to the initial im 
pression created by the candidate. 
Since field representatives are a fruit 
ful source of supply of sales engineers, 
the question, ‘How would this man 
was kept in 
Finally, a 
group of 40 men were given tests and 
depth interviews. From this group 20 
were selected. 

On the first day of the training 
program, top executives conferred 


look as a sales engineer?” 


mind by interviewers. 


with the group, stressing their role as 
part of the sales team and as key 
members in the total sales effort. 
They were urged to take advantage 
of the program to prepare themselves 
technically—and socially. 

Defying tradition, Crown did not 
send the neophyte field service repre- 
sentatives into the factory or out on 
the road to “pick up” skills. Instead, 
they were given a four-weeks course 
in physics and chemistry, based on a 
meticulous study by Crown’s engi- 
neers of all the physical and chemical 
principles inherent in the machinery 
manufactured and serviced by Crown. 
‘The course included the application 
of Bernoulli’s theorum, Pascal’s law, 
and Archimedes’ principle, all corner- 
stones of the packaging industry. This 
unusual procedure was followed be- 
cause it was felt that the “nuts and 
bolts” of training would have much 
more meaning if each man understood 
the general scientific principles relat- 
ing to the machinery. 

After this course, months were 
spent by the men in overalls, in the 
shop and on the road, mastering the 
“nuts and bolts” of each machine. 
They received intensive training in 
carbonated beverage, beer and milk 
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Tailor-made carton service by Gair 


+ 
%, 
Mee 


Gair gives Old Crow a new twist! Strip 
off the clean, clear Old Crow brand- 
name tab, and presto! — beautiful Gair 
gravure creates a startling gift package. 


Gair has a proven flair for creating cartons that sell. Gair Service 


ilso i proven asset to satisfied customers everywhere. Discover Qa2.% 7 
how your product can be even more of a prize in a package by Gair £ pg AltOn-mane a 
> FAC 
call your Gair representative or write Gair, toda LA Aaa Stavicy “ 
a a 


B . 
. @sA IT HR creative engineering in packaging 


BOXBOARD AND FOLDING CARTON DIVISION OF CONTINENTAL E CAN COMPANY 
530 FIFTH AVENUE, NEW YORK 36, N.Y 


THE PETERSEN REAOCER four of a series 


P.A.G.* readers are Influential ! 


The Petersen Automotive Group’s 


HOT ROD : 4-million readers are recognized 


authorities on things automotive. 
yy, 


Friends and neighbors follow their 
lead. Reach them with your sales 
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production, with emphasis on filling 
problems. Instructors for the most 
part were the engineers who had de 
signed the machinery and developed 
it to its present high point of eff- 
ciency. 

Monthly steering committee meet- 
ings were held to assay progress and 
replan future elements. The steering 
committee was comprised of training, 
sales, engineering, and shop personnel 
most directly related to the program, 
and members of the field service rep 
resentative group. felt that 
involvement of representatives in 
program-planning would improve the 
quality of the program, give the men 
a greater sense of participation. 


Crown 


Developing ambassadors of good 
will for the company was accom- 
plished by a frontal attack. Every 


aspect of the field service representa 
tive-customer relationship was ana 
lyzed and broken down into a skill 
area. ‘The resultant list resembled a 
debutante’s in correct social 
behavior, with such items as acknowl 
edging an introduction, making an 
introduction, terminating a visit, din 


course 


ing with customers, and wearing ap 
propriate apparel. Emily Post 
vided the source material. 


pro 


Asked for Public Speaking 


A series of 


held 


SO ial 


conterences 
the 


service 


was 
to develop all 
skills. Field representatives 
recognized the for them, re 

quested that public speaking be added 
to the list. 

role-playing 


necessary 
need 


A key training device was 
the men actually went 


through the activities time and time 
again until the social amenities be 
came automatic. On disputed points, 
Emily Post was the arbiter. 


While practicing introductions, an 


assignment was given to eas h man to 


introduce his wife to at least one pet 


son. One man remarked, after the 
completion of his assignment, “My 
wife looked up in surprise at my 


change in technique, wanted to know 
what was going on at the factory.” 
Follow through on sales leads, re 
sponding to a customer’s complaint, 
and selling ideas to a customer were 
integral parts of this program. Sales 
leads, such as an inquiry on the price 
ot 


on tape and played in the conference 


a specific machine, were recorded 


room; the men were then taught how 
to respond in a way to contribute to 
the total sales effort. “hey were told 
how to uncover sales possibilities in 
what to do with 
the lead when they got it. 


a customer's plant 
Complaints 
were thrust at the men through a tape 
they to deal 
with each complaint so as to enhance 


recorder ; were trained 


the company s reputation tor service. 
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They practiced sales talks on such 
points as the importance of lubrica 


tion, until a convincing degree of 
skill was attained. 
Crown reached back to World 


War II for an old training technique. 
Realizing that the ability to instruct 
customers in proper use and mainte 
nance of Crown’s equipment was a 
skill for the field 
representative, Job Instructor ‘Train- 
ing was revived and made part of the 


necessary service 


program. Each representative was 
grounded in skills and techniques, 


then given the opportunity to get up 
before the group and demonstrate an 
operating procedure relating to a spe 
cific machine. 

During the concluding days of the 
7-month formal program, top execu 
tives met with the group, again em 
phasized the importance of custome 
pointed out that the 


relations and 


What a premium! 


The fun and excitement of taking a picture 
one minute and seeing it the next has made 
the Polaroid® Land Camera one of the world’s 
most wanted gifts 


| sed as an incentive for salesmen and dis 
a5 an award for 
contest 


tributors, as a dealer loader 


display 


placement, as a consumer 


prize—the Polaroid Land Camera really gets 


action! Top companies have used this camera 


as a premium with tremendous success 


‘ 
' 
! 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 


each man nov 


success or failure ot 
depended on his ability to put 
newly acquired skills into practice 

When the men were assigned 
individual sales districts, the district 


manager understood, in each instanc 


that the training program was 1n no 
sense complete but would continue 
from an 


Each district manage! 


for some time every-day 
point of view. 
was presented with an outline of spe 
cific areas of training that had been 
completed in detail, and advised ot 
other areas that needed refinement. 
Future plans call for meeting with 
the group at intervals to discuss spe 
cific problems that have been encoun 
the field, from a 


and human relations point oft 


tered in technical 
view, 
and to try to arrive at workable solu 
tions. 

Crown is convinced that this kind 


of training pays The End 


PREMIUM SALES DEPT. 8-6/ 
POLAROID CORP... CAMBRIDGE 39. MASS 
Please send me information, prices, and case histories 

on the Polaroid Land Camera used as 4 premium 


WAME - _ 
COMPANY 
ADDRESS 


srare 


CAMBRIDGE, MA 


city . 
corr 


rPOLAROIO 
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“_..fead by people whose progress and profits 


George W. Head, 
Manager ol the 


Advertising 
National Cash 
Register Company, has been suc- 
cessfully associated with the busi- 
ness machine industry for over 
most of that 


30 years. During 


time, he has been re sponsible for 
acdve rtising or sales promotion, or 


related. At 


present he is responsible for both 


for a tivities close ly 


idvertising and sales promotion, 
Recently we had the opportunity 
to discuss the use and importance 
of trade and industrial public a- 
tions with Mr. Head at his busy 


Dayton office. 


Q Just how long has National Cash 
Register Company been advertising? 


A C dur 


COMPany Wa organized over 
/O veat ivo and we ve been advertising 
ictively ever since. In fact our founder 
John It. Patterson, has often been called 
the bkather of Screntiln Salesmanship, 
masta reputation as an astute and 
ellective salesman is certainly based on 


his acdvertisin sense and know-how 
Mr. Patterson looked upon advertising 


is the night arm of selling and hus 


itt 
tinct lor advertising was 80 exceptional 
that today we still follow certain prac- 


tices which he laid down 


Q Can you give an example of how 
Mr. Patterson's thinking still influences 
your advertising? 


A In the early days, Mr. Patterson not 
only gave advertising his over-all per- 
sonal attention, but even wrote much of 
the copy as well, To test its eflectiveness, 
he would frequently show the prool of 

whose 
If the ad 
made sense to the butcher, Mr. Patterson 
After all, the 


butcher represented a deta hed point of 


an advertisement to a butcher 


small sl Op was neal the factory 
beleved it was sale to run 


view, was the user ol a cash register and 
a potential customer for a new one. You 
might term this an early—perhaps the 
lirst—practice of what we today call 


motivation research, 
Q And you still field-test your copy? 


A Yes indeed, We know how inportan t 
it is to make our story factual, believable, 


and, above all, uselul to the reader. 
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Q When did you first start using trade 
and industrial publications? 


A Very carly 


tising we used was direct mail, but we 


Phe first type of adver- 


have proofs of trade paper advertise- 
ments in our files that date back to the 
early 1890's. I'm assuming. of course, 
that your definition of a trade or indus- 
trial paper agrees with ours; namely, a 
publication edited entirely for a_par- 
ticular profession, industry or business 
—anad designed to serve the people in 
that field who are looking for help and 


intormation rather than diversion, 


Q Yes, we agree on definition. Now 
tell me, if you will, Mr. Head, just how 
these publications fit into your over- 
all program. 


A in all, we use some 135 publications. 
‘Through them we maintain our repula- 
tion for finest quality and workmanship 
and superior mechanical features. How- 
ever, our advertising in the trade and 
industrial press can be tar more specih 
and factual, This is because it is directed 


to people we know are interested in 
what we have to say and because we know 
the sort of information the reader 1s 
looking for. After all, business papers 
are read by people whose progress and 
profits depend on an intimate knowledge 
of their field—techniques and systems 
employed by competition, the new de- 
velopments and methods that wil help 
Phe trade and 


industrial paper audience reads adver- 


do a job more efficiently 


tisements as avidly as it does editoria 


content, 


Q What is the basic theme of your ad- 
vertising? 


A We use testimonials from the users 0! 
our products who tell specific ally how 
much money they save as a result of 
their National System—how they save it 
and how soon these savings return the 
cost of their investment. This money- 
saving theme can never lose its eflective- 
ness so long as business is operated 
lor profit, 


Q Just how important a part does ad- 
vertising play in the sale of NCR 
products? 


A In our business, advertising alone can 
not sell the product Our salesmen are 
absolutely essential to us if we are to 
maintain volume sale Ss. But we do look 
upon the sale of our products as the end 
result of five basic steps, of which adver- 
tising isan all-important essential. These 
are (1) getting attention; (2) arousing 
interest; (3) winning confidence; (4) 


creating desire; (5) stimulating achion, 


Q In which of these five steps do you 
believe advertising can be most helpful? 


A Ou: advertising 1s designed to assist 
our salesmen in the first four of these 
steps When one ol our salesmen calls 
on a potential customer who is already 
well acquainted with NCR and has in- 


terest and confidence in our products, 


and a clesire tor them, he can devote his 


entire call to the customer’s particular 


SALES MANAGEMENT 


— ; 
"The trade and industrial paper audience 
reads advertisements as avidly as 11 does 
editorial content.’’ 


problem Advertising eliminates the need 
for the salesman to labor through the 
first step of getting a hearing, and the 
additional steps of educating the cus- 


tomer to the point of acting 


Q Then you feel that advertising re- 
duces the total cost of marketing? 


A De finitely. The cost of personal sales- 
manship is usually the largest single 
item of marketing expense. When adver- 
tising is used to help accomplish certain 
steps ol the sale, the sale Sinai Can COne- 
centrate on the final step—closing it 
And the more productive he becomes, 


the more the cost per sale goes down. 


Q What are the basic objectives of your 
trade and industrial magazine adver- 
tising? 


A We have two objectives. The first .s 
to interest prospec tive Customers now sO 
that they will inquire today about the 
benefits of a National System Phe second 
is to plant in the public mind one simple 
but powerful idea about NCR—associa- 
tion of the name National with the actual! 


saving of time and money, 


Q Is your use of trade and industrial 
magazines increasing? 


A Continuously. This year we are using 
the largest number of business publica- 
tions in the history of our company and 
telling the NCR story to the 


largest number of readers 


we are 


Q How do you measure the effective- 
ness of your advertising? 


A We rely on a combination of factors. 
An mcrease if sale 5 iS obviousls ath ithe 
portant clue. And the reaction from our 
sales organization te Ils us how useful our 
advertising 1s in he Iping them make more 
sales with the same time and effort. 
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Comments from businessmen soon re- 
veal how well our message is being 
received. These factors, studied against 
our background of experience over the 
years in the psychology of advertising, 
enable us to evaluate pretty well the job 


being done, 


Q What is the reaction of your salesmen 
to your advertising efforts? 


A They are most enthusiastic, Salesmen 
in all parts of the country continually 
report sales that have grown out of in- 
quires stimulated by advertisements. 
Q Do your salesmen make collateral 
use of your advertising? 


A Yes. We furnish reprints of all adver 
tisements to our salesmen for whatever 
use they care to make of them. These 
make excellent direct-mail pieces and are 
eflective when used in written proposals 
made to new prospects. Our branch 
offices also use blowups of our advertise- 


ments in their display windows 


Q Do you believe that business publi- 
cations are increasing in their impor- 
tance? 


A Indeed I do. We are living in the era 
ol anew industrial revolution—an cra ol 
specialization, with rapidly changing 
trends in business. Trade and industrial 
public ations are serving as the real 


spec ialists in their individual fields. and 


“When advertising is used to help accomplish 
certain steps of the sale, the salesman can con- 
centrate on the final step—closing ut.’ 


through them we are learning what we 
must know to do business today and pre 
paring ourselves for the business world 
ol tomorrow. 


Q Do you have any concluding com- 
ments to make? 


A Just that [think itimportant to recog- 
nize this one truth—advertising is sales 
manship in print, ‘Too olten we sce 
evidence that people regard advertising 
and salesmanship as two entirely dil 
ferent functions of business, with the 
result that advertising makes one ap 
proach and their personal selling anothers 
Only when these two activities are care 
fully and closely coordinated tn theme 
gel 


+ 


as well as objective can we hope to 
the most out of either 


Through the use of trade and industrial publications you are able to com 


municate with your customers and prospec tive customers In an atmosphere 


that is natural to them and most productive for you, In this respect. today’s 


responsible trade and industrial press serves a purpose unduplicated by 


any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 


a strict control of cire ulation that assure confidence on the part ol readers 


and advertisers. With such ace eplance 


Chilton 


COMPANY 


Chestnui and 56th Streets « Philadelphia 89. Dens 


/ 


wr. 


i 


i | 
| 


| 


oes proporuonate selling power, 


j/rania 


CHILTON PUBLICATIONS: Department Store Economist « The lron Age 


Hardware Age « Spectator « Hardware World « Jewelers’ Circular-Keystone 


Automotive Industries « Gas 


Distribution Age « Optical Journal and 


Review of Optometry » Motor Age « Boot and Shoe Recorder « Commercia] 
Sa. - Car Journa) « Butane-Propane News « Electronic Industries « Book Division 
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et the most out of 
Your Tape Recorder, 


MONEY TALKS 
chart 


V-P Welch's 
shows how sales perked 


up when the company announced 


a 2% increase in commissions 

I he ituation loxce ive nven 
tories 

Lhe question Do we cut prices 
reduce the commissions of our repre 
entatives, or both—or neither ? 

Lhe solution: Neither. We raised 
the commussion rate And sold ou 
elves out of a slump 

ORRadio Industrie Lin manu 
facture Irish brand Magnet re 


cording tape. Since the company was 


established several years ago, our busi 
reased t¢ 


1956 


ness has ine adily. But we 
faced the tall of 
lem of mov ny 


na keenly 


tl 


with the prob 


mounting inventories 
market By 
Febru 
an overall 
of the 


competitive 
al year ended 
ary 28, 1957, we 
620% increase in sales 
i alle t 
the company 
How did we 
In the 
ourselves 


hitt ce 


i time our fisc 
recorded 
and one 
niventories evel shown on 
imnual statement 

do it? 
spring of 1956 we had tound 
with more orders than one 
yuld produce but not enough to 
keep two hifts busy 


IR ilizing the potential ot the tape 


busine Ss we decided to put on a 
second shitt anyhow \s both shitts 
wung into production during the 


ummer our ware hou 


Sa beg into bulge 


with excessive 
Qu 


Inventories 


marketing program based 


- 
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, ey 1955-56 ed 1956 -57 


2% More Incentive for “Reps” 


Cleans a Jammed Warehouse 


Under circumstances in which many a manufacturer might 


be tempted to save dollars by cutting commissions and 


cutting prices, ORRadio elected to see what would happen 
if commissions were increased. Payoff: Sales up 62%. 


By NAT WELCH 


Vice-President, Sales, ORRadio Industries, Inc. 


on two-step distribution: manutac 
to dealer. ‘The 


sales representative is the link between 


turer to distributor 


the manutacturer and the distributor. 


l hree 


phasize the 


years ago we wanted to em 


dealer's importance in 
consumer market. We 
board to 


and distributor. 


the expanding 
prices across the 
, dealer 
In such a 
in the 


reduc ed 
CONSUME! 
Situation if Is common 


practice electron industry to 
reduce commission rates to sales reps. 
[hat is what we did—and our 18 rep 
yryvanizations remained loyal to us in 
spite of the cut from 10% to 6%. 
‘The sales manager of any company 
that sells through reps always has the 
problem of large: 
share of the and ettort. He 


realizes the rep will be partial to com 


competing tor a 


reps time 


panies that show him the most con 


sideration and will devote most of his 
time to lines that are (1) profitable 


and (2) easy to sell. 
Knowing this, we were reluctant to 
cut the reps’ commission rate but, at 


the time, we felt we had no othe: 
choi ce 

When, in late 1956, we had to de 
cide what to do with our increased 


Do we 
cut prices and rep commissions again 
oO! do we sell 


inventories, the question was: 


ourselves out of the 
situation ¢ 

to say: “We'll do a 
But how? We believed 
we had a well-rounded merchandising 
plan with a quality product competi 
tively priced, 


It was easy 
selling job.” 


a strong advertising pro 


gram, good point-of-purchase aids, 
and fine jobber support. But this 


wasn't enough. We needed something 
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to trigger an aggressive sales cam 
paign tor the fall. 

We wanted a sales incentive—and 
we tound it by giving a pat on the 
back coupled with a boost to the bill 
fold. In late September we sent this 
wire to all our reps: 

“Good News! ORRadio re 
verses trend of decreasing com- 
mussion rates paid by manufa 
turers to electronic reps. Effec 
tive October 1 your commis- 

sion is advanced from 646. to 
8%. ‘lwo reasons for commis 
sion hike: (1) You deserve it; 
2) You'll have greater incentive 
to do an effective professional 
job in selling Irish “Tape!” 

‘The next week every one of our 18 
alled, wired Oo! 
wrote, pledging renewed sales effort. 

Tom Beil, Reading, Pa., had this 
to say: 


rep) organizations 


“T’ll try to express my thanks 
in a way a sales manager appreciates 
most with an increase in sales.” 
‘This puts the rep on the spot, | 
wrote W. R. (Rusty) Hays, Dallas 
lex. “It is up to us to show what an 
increased commission rate will do for 
sales volume. If this results in an in 
crease in sales, it will point the way 
for other manufacturers to raise their 


COMM Ission rates, 


Response Was Good 


The reps went to work to prove to 
their prin ipals that one company was 
right in increasing sales commissions. 

‘To underscore what the raise in 
commission rate meant, we sent each 
sales rep a bulletin showing how he 
could double his income with a 50% 
increase in sales. We pointed out 
that $50,000 in sales at 60 would 
net him $3,000 in commissions but 
$75,000 at 8G 
$6 OOD, 

OR Radio felt the results of the new 
incentive almost 
October, 16 of the 
increase in their 


would bring him 


immediately. In 

reps showed an 
territories and the 
month set a new sales record for the 
company with an increase of 78% 
over October 1955. 

All the rep organizations marked 
up increases the next two months, 
sending November sales 89% ahead of 
the previous November, and Decem 
ber sales 8307 over the corresponding 
month the year betore 

January was the Digyvest month in 
the company’s history as sales Zains 


continued into the new year. January's 


increase was 689% and February’s was 
44% over the same months in 1956. 

‘There’s plenty of work for those 
two shifts now, and we are contem 
plating a third to take care of steadily) 
The End 


Increasing sales. 
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Donohoo To Home Office” 


An eternally-traveling v-p finds a practical way to 


maintain communications with his staff in Cincin- 
nati while he skips around the USA, Asia or Europe. 


I-xecutive travel is big and getting 
bigger. But far-sighted executives who 
must spend extensive periods away 
trom the ofhce are asking themselves 
this question: “Do my salesmen, 
office staff and customers suffer de 
lays in decisions and service while 


I’m traveling?” 


Many must answer 
“‘ves’’—and the remedy seems to rest, 
in large part, with better field to 
ofhce communications. Delegation ot 
authority is not the complete answer 

Joe Donohoo, vice-president, sales 
Mead Board Sales, Inc 
()., is one of these men-on-the-go who 
clocks well over 125,000 travel miles 
a year. Dinner in New York, break 
fast in Chicago and lunch in Atlanta, 
sandwiched three 
meetings, is not unusual. Even on fast 
as this, which 
require strict time budgeting, Dono 


Cincinnati, 


between two. ot 
paced schedules such 


hoo does not leave his office and cus 
tomers in a state of suspended anima 
tion just because he happens to be 
1,000 miles away. He keeps the ball 
rolling on both ends with communi 
cations. Here’s a case in point: 

During a recent 75-day ‘round the 
world trip, Donohoo made a_ thor 
ough study of the sales potential of 
paper board products in foreign mat 
kets. (Mead now has representatives 
in Paris, London and Diisseldorf.) 
While investigating the feasibility of 
opening additional branch operations 
Donohoo traveled in many out-of-the 
way places from Melbourne to Singa 
pore, Bangkok to New Delhi, Milan 
to Antwerp—and not for a day was 
he out of touch with his Cincinnati 
office, 

A new, 4!/-lb. battery-powered 
dictation machine enabled Donohoo 
to dictate anywhere, make on-the-spot 
observations and reports, and get 
words into action for his office, sales 


men and customers no matter where 


COMING 


Sales Management's 


exclusive 
“Survey of INDUSTRIAL 


Buying Power.” 
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his travels took him. A search for the 
right communications instrument had 
led Donohoo to this battery powered 
unit recently developed by Peirce Dic 
He arranged with 


tation Systems. 


Peirce to secure one of the first 
production models for use on his trip 
Phe unit gave Donohoo complete di 
tation facilities with end-of-letter 
marking and dictation belts which 
could be mailed in any envelope, and 
transcribed on any standard Peirce 
ofhce unit 

Donohoo sent back over 300° di 
tated letters and reports to his ofhece 
during the 75-day trip-——exercising a 
much appreciated long-range direction 
of office activities when necessary and 
maintaining sound customer relations 
By dictating on the Peirce unit 


whether in al plane ol traveling 


through brush country Donohoo 


never left a doubt in anyone’s mind 
as to where and when he might be 
reached for decisions, inquiries, et 
In hotel rooms from Zurich to Lon 
don, he dictated complete summaries 
of the day’s activities. On these o 
casions, he used the unit on regulat 
electrical current to conserve bat 


teries. 


Learn from Caesar 


As Donohoo puts it: “We busine 
men of the electron age can take a 
history's bette: 


lesson from one ot 


known executives—Caesar—who dic 
tated constantly to over a dozen se 
retaries. He used communication to 


himself and his ideas and 


multiply 
keep a firm grip on his empire, 
“Too many of us fail to use com 
munications instruments at our di 
posal to the extent we should. ‘There 
a lot to be said for keeping yourselt 
and your ideas before more people 
often. ‘The 
powered unit, for example, enables me 


more Peirce batter 
to dictate more material than I could 
me. It 


t weight are an 


without it, and in much less 


compactness and ligh 
mmprovement ove! transporting i 
heavy office unit under dificult cir 
cumstances. We can do a lot for our 
own little business ‘empires’ by keep 
ing in tous h and sccing to it that m 
one suffers when we travel.” 

The End 
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it's Called “Chain Reaction Selling"— 
And It Works for Apeco 


The idea is just this simple: Sell one branch office of a company (or 
a plant or a warehouse), then approach all the other geographical 
units in the same company for additional sales for similar purposes. 


Like a 


order by 


tring ot firecracker , one 
n Apeco 
off another in what the company calls 
‘chain 


alesman touches 
reaction selling.” ‘This a 
counts for a handsome 15% of total 
Photo 
Chicago). 


(American 
copy Equipment Co 


sales for Apeco 

‘The chain reaction system of selling 
Apeco products was instituted four 
years ago by Lloyd Briggs, then sales 
manager and now a vice-president. It 
supervised today by Dan ‘Thomas, 


manager of marketing methods and 


procedures, and a former FBI agent. 
Says H. G. “Bud” Miller, Apeco 
vice-president: “Our salesmen work 


on the jealousy among a firm’s branch 
ofhees. “Lhe psychological factor in 
selling enters here as our man says 
to his prospect: ‘Your other plants 
are using this equipment Why aren't 
you, when you can buy independently 


>” 


of the home office 


‘There's more to the mechanics of 
Apeco’s chain reaction selling than 
this, however. Here's how it works: 
When an Apeco salesman (there are 
200 in 11 regions) completes a sale 
of “Auto-Stat” or “Private Eye” 
equipment to a mythical Smith Manu- 
facturing Co. in Brooklyn, he sends 
a detailed report to ‘Thomas in the 
home ofhce. ‘Thomas investigates op- 
portunities for follow-up sales in other 
areas of the country where Smith has 
a plant or branch office. He uses such 
‘Thomas’ 


sources as Register ot 


American Manufacturers, insurance 
directories if the customer is an in 
surance firm, government manuals if 
the order is from a _ government 
agency. 

‘Thomas makes a list of prospects, 
sends a copy to each of Apeco’s sales 
men on a special form headed “Sales 


‘Teamwork, Chain Rea 


‘Through 


Drawing by B. Tobey, copyright 1957, The New Yorker Magaasine, Inc. 


“You don't like tail fins and maybe | don’t like tail fins, but can you imag 


ine what would happen to the American economy if nobody liked tail fins?” 
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tion.’ A description of how the parent 
company or branch is using the equip- 
ment is capsuled in the “Hot Button” 
section of the form, small enough to 
fit into a pocket. Special government 
agency chain reaction material is pro- 
vided, too. 

Miller says that Apeco does not 
jump into the fray immediately upon 
receipt of chain reaction information 
from salesmen. ‘The home office waits 
until the delivery is made,” he ex- 
plains, “for we must know if the 
machine has been shipped and in 
stalled—there’s always a chance that 
an order has been canceled, and we'd 
be embarrassed if we approached a 
branch office saying that its home 
office is using our equipment, when in 
truth the order had been knocked 
out.” 


Follows Installation 


Once a machine is installed and in 
use, “Thomas gets out his chain re 
action piece to Apeco’s sales force. 

Does it bring results? One gov- 
ernment agency had a single Apeco 
machine a year or two ago; now 
there are machines in 38 of its 43 
field offices. 

A Cleveland industrial engineering 
and building firm’s home office pur- 
chased an ‘‘Auto-Stat.” The sale was 
pegged on the company’s need for 
copies of bids, quotations, employ- 
ment records, time sheets, progress re 
This information, along 
with other pertinent data about the 
firm and a list of its various office 
or operating locations, was forwarded 
to Apeco salesmen. The chain re 
action was set off, in this instance 
producing 11 additional sales to the 
one firm. 

Following the sale of an ‘Auto 
Stat” to a large oil company’s home 
office, a chain reaction bulletin, sent 
to salesmen in all cities where the 
company operates, resulted in 29 sales 


ports, etc. 


of Apeco products. 

Apeco salesmen like this additional 
method of making contacts, Miller 
says, adding, “And the prospects ap- 
proached like it. An Apeco salesman 
is usually the first person to let these 
branch offices know what other mem 
bers of their family are doing!” 

‘To stimulate interest among Apeco 
salesmen, ‘Thomas operates a “Chain 
Reaction Jackpot.” His records show 
who sold chain reactions during a 
given month. At the end of the month 
he puts special tickets into the pot, 
each one worth a dollar. Then he 
draws a name. In March, there was 
$148 in the hopper, about the same in 
April. The lucky salesman whose 
name is drawn gets the whole pot. 

The End 
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*In case you hoven't met these three 
media experts before: Hi stands for high 
acceptance; Brod for broad market cover 


of course, to the Post-Gazette. Why not 
put them to work for you! 


How Smooth is Rough? 


Here’s the ultra-smooth way to treat last year’s sales figures rough. Go 
after the 3 million consumers who spend $3% billion at retail annually in 
America’s 8th Market, Pittsburgh. And cover that market like a 10-gallon 
hat covers a half-pint head, with the Post-Gazette’s high acceptance, 
broad coverage and low cost. Everybody’s using the Post-Gazette to build 


sales in Pittsburgh. That’s why we say... 


YES! GomeMe?, HAS Hafyoerede in, Pittaturghe! 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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OTTO LAESCH OWNS HIS FARM of 240 fertile acres and raises care for over 70 head of dairy cattle. They have a flock of 


corn, oats, soybeans and alfalfa hay. He and his five sons more than 800 laying hens, producing the finest grade “A” 


MORE HORSEPOWER...MORE HOUSEPOWER... 
MORE SALESPOWER! 


For fast sales action, Hardware Dealers 
choose Midwest Unit Farm Papers 8 to 1 


GET MORE DEALER ACTION WITH 
MIDWEST UNIT FARM PAPERS 


MIDWEST UNIT 
FARM PAPERS 


HARDWARE WHOLESALERS asked 
4,186 dealers: In what farm publica 
tion do you prefer to see advertising 
for merchandise you sell?’ Their 
preference, based on 1,216 replies, 
are shown here. Other dealer pref 


erence surveys available on request 


JOHN CLARK, NORMAL, ILL. HARDWARE DEALER, considers and other supplies Midwest farmers plan to buy in 1957 
the Laeschs among his best customers. They are shown here are listed in our 12th annual ‘“‘Buying Intentions” survey 
onsulting him about new power tools for their farm work Write for your copy to help determine your Midwest sales 
hop. The amazing quantities of some 300 items of hardware potential 
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eggs. Mrs. Laesch, of course, is in charge of the home as completely EVER SINCE HE WAS A BOY on his father’s farm, 
equipped with modern conveniences as any to be found in cities. Mr. Laesch has been an avid reader of Prairie 


Farmer. “‘Buying our new bulk milk cooler was an 
idea that came from Prairie Farmer,” he reported. 


KEEP IN MIND the Otto Laesch family of gest a These facts explain why dealers also pre 
McLean County, Illinois and their big, mod est customers ¢ ot imer goods and fer Midwest 

ern, power-equipped farm in planning your j ) 1 their 

advertising campaign in Midwest Unit Farm 


Papers ly localized Midwest nit Farm Paper 


Unit Farm Papers for ady 
ing of products they sell ee chart ind 
why advertisers themselves t to the 


value of dealer support, have given the Unit 
mpl fe and deep penetration of 


; ’ re et in 1 work F 
them, make up the $9.5 billion market for ¢ farm mark vorld pared with 7 for the farm publication in 


your products in 8 Midwest states. It’s the Midwest Unit Farm er id by prac econd place 


The Laeschs i 86 999 families like i lineage gain of over 50 since 1945 com 


market on which to concentrate because illy very farm family | gion , So, for more ilespower in vour adverti 


@ Midwest farm incomes are more than dou preferred by a better ano tl gir ng, buy the Unit-—one order, one plate at a 


the national averag ver th ond ranking farm publ itio substantial savings in rates 


MR. ce MRS. agg and their five sons, Willis, 18, THE LAESCH RECREATION ROOM illustrates what we mean 
Darrel, 17, Vernon, 15, Everett, 12, and Marvin, 11, meet by saying “In the Midwest farming is big business and good 


as the family wae of directors to discuss buying new living.’” Midwest farmers own, earn and buy more almost 


equipment, twice as much as the average U.S. farmer. 


SELL FIRST WHERE SALES COME FASTER AND BIGGER 
... through the midwest medium that gives you MORE! 


The reason more advertisers are putting the Midwest Farm Paper Unit at prestige because their farm family subscribers know these publications are 
the head of their farm market schedules is the need to make advertising published exclusively for them 

more selective. Coverage in the world’s richest farm market is basic and 

the Midwest Unit Farm Papers offer MORE IMPACT: Your interests are best served by the medium 


that is directed at the local level, caters to local needs and closer coopera 


MORE ADVERTISING FLEXIBILITY: Localized Mid tion from local dealer 
=<.) J a ”s ers & 0 oO 0 4 ot aqave Ss ig ei) ract of } P 
west Unit Farm I aper allow you to key your advertising to each of their MORE DIRECT RESULTS: Midwest Unit Farm Papers let 


respective markets. Vary product, copy appeal, timing and size if you wish 
I : your dealers by st - ' . you pin-point your sales efforts, gear them to sales potentials, check the 
AS our dealers by states 


results in sales. No other medium can give you such complete penetration 


MORE PRESTIGE: Midwest Unit Farm Papers enjoy highest in the basic farm market 


Advertioftther FARMING IS BIG BUSINESS AND GOOD LIVING 


MIDWEST #77“ UNIT 


SALES OFFICES AT: 35 FE. Wacker 
—_—_—_— ry * Drive, Chicago 1 250 Park 


uEDaoure | Avenue, New York 17, New York 
110 Sutter Street, San Fran 


cisco & 672 South Lafayette 
Park Place, Los Angeles 57 


nl | 
gricultartes Prrsnss Panwen WALIQUES FARMER | 
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| Never Thought I'd Be Selling Brassieres! 


(continued from page 3!) 


that 
discu 
to be 
adjusted 
“rounded 
risk of seeming cy 
provocative, | shall be frank. 

‘The first question I want answered 


about 


IS: 


Why doe 


106 


a candidate tor 


sind off a though he were 


what he'd like his 


is his bast 


he want to sell? Why does 


our 


One hears such terms as 
ocially respons 
personality etc. 


nical or deliberately 


motivation? who say, “I want more money. 


children 
well 
ble 


the or 


sales force 


he want to join our company ? 


of new places, faces, problems,” or 


Vlost 


out 


important, what does he want 
of life? And if I get such answers as, 
I like selling because I like people,” 


“| like travel and the challenge 


want comfort and security,” I am im 


mediately uninterested. 


(5 minites... 


to the Gulf Stream? 


.-Certainly! Vhis quick trip to the big game fish from Boca’s 


boat docks is one of the recreational reasons why 80 many organiza- 


tions return to Boca for their conventions year after year. And when 


you consider in addition that Boca has its own 18-hole championship 


golf course at 


your 


threshold, that our oceanfront cabana club, 


the six tennis courts and two swimming pools are yours to enjoy, 


and that its meeting facilities can accommodate up to 700—it is 


small wonder that this 1000-acre resort estate has become recog 


nized as Florida's first choice for conventions! 


Boca’s firm bookings on full American Plan basis extend as far as 


1966, with many commitments for 1962, 1963 and 1964 


Sruart L. Moore, President 


: Ye CW Yfalon | 


Rotel and blub 


BOCA RATON, FLORIDA 


Write for dates and full particulars to Convention Dept. MG-6 


| am, however, interested in men 


I 


think | can make more money selling 


than at anything else I can do.” | 
am inclined to be skeptical of men 
who say they are leaving their present 
jobs because of ‘““boredom—same old 
problems, same old routine,” but I am 
receptive to those who say, “I want 
a job where I can make more money.’ 

Let me put it another way, by 
listing the traits we have instructed 
the Personnel Laboratory, Inc., to 
evaluate in its psychological testing of 
all candidates for our sales force: 


1, Acquisitiveness: \len for whom 
money-hunger is more important than 
security, prestige, or social respecta- 
bility, men who want to make a pile 
of money, and are willing to work 
like a horse to get it. 


2. Selfishness: \Mlen who put their 
own interests above anyone else’s, who 
are openly and unashamedly competi- 


Now They're Selling 
Brassieres and Girdles 
Of Exquisite Form’s 40 district 
and assistant district managers: 
26 have had non-soft goods 
experience 
began their careers with 
Exquisite Form 
have had soft goods ex- 
perience 


™N 


~ 


40 managers 

Exquisite Form’s 40 managers 
have helped to hire, train, and 
now manage approximately 170 
salesmen whose previous sales 
experience is as follows: 


15 began careers at Exquisite 
Form 

15 were in food—soap 

15 in other soft goods 

10 "” hardware 

10 " office machines 

10 " packaged goods 

5 " appliances 

greeting cards 

real estate 

shoes 

autos 

bidg. material 

cosmetics 

drugs 

housewares 

jewelry 

liquor 

music & records 

oil 

optical lenses 

pens & pencils 

" personnel 

plastics 

printing 

" tobacco 
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really care 
whether people like them or not but 
who can affect enough “interest” in 
others to get their jobs done smoothly. 


tive; men who don't 


3. Aggressiveness: \len determined 
to succeed in the face of obstacles, 
never timid about speaking up and 


mpossible to discour age. 


4. Persistence: \Ien who 
coast, who are 


never 
never doing well 
enough, who don’t slacken when mat- 
ters are going smoethly or quit when 


they become rough. 


5. Shrewdness: | am not interested 
in genius, but | am interested in in- 
telligence, in ability to grasp ideas. 
Most of all I want men smart enough 
to size up people accurately, to judge 
correctly when to be casual and when 
to be tough, to know how and when 
to play on emotions or stick to facts, 
Men, in other words, who have a 
flair for getting people to do what 
they want them to do, without thei 
realizing or resenting it. 


b. Verbal skills: \Iy man likes to 
talk, is never at a loss for words, and 
an shift from simpli ity to sophistica 
tion, as the occasion requires. He 
never has to memorize his sales talks 
in advance. 


7. Independence: \y man_ has 
plenty of self-confidence, so much that 
he doesn’t have to parade it by 
mouthing slogans and maxims about 
being “dynamic,” and so much that 
he wants to run his own show and 


dislikes being actively supervised, 


In this connection let me list two 
haracteristics which some sales execu 


ives seem to prize but which experi 
ence has taught me do not make for 
my kind of salesman: 

(;00d organization. I’ve found the 
best salesman Is the impulsive spur 
of-the-moment thinker, best left un 
supervised, who acts without much 
planning and is quite haphazard about 
the way he schedules his activities. 
We'll give him enough supervision to 
make up for these defects 
Detai! Most good 


salesmen In my experience, are Care 


CONSCIOUSNESS 


less about details, have no patience 
with obligatory record-keeping duties, 
and are reluctant to acknowledge 
even to themselves, the importance ot 
details. 

When it comes to supervisory per 
listrict 
manager level on up to the top, | 
value the same qualities with these 


sonnel, from the assistant 


qualifications : 
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1. More controlled aggressiveness 
and selfishness: “che executive must 
urbanity and 
semblance ol 


have sufficient social 
polish to avoid any 


crudeness or oftensiveness. 


2. A higher level of intelligence: 
At the managerial level, men must 
be able to grasp abstract principles 
sufficiently well to understand why 
they were formulated, so that they 
will know when and how to appl 
them. The higher a man climbs in the 
sales hierarchy, the more he must be 
able to think in terms of ideas in 
stead of things. 


VIP in 


Every associate in our growing 
organization is a VIP (Very Important 
Person)... knows his importance 


3. Leadership: Supervisory KNOW 
how, in our kind of sales torce t 
derive from inmate qualities. The « 
ecutive must be able to analyze h 
men’s strengths and weaknesse 0 
utilize the former while shoring up 
the latter. He must be able to win 
loyalty, keep morale high, and lead 
men without being pontifical or di 
tatorial. And he demands no more 


from his men than he vives himselt 


4. Self-control: Although it goes 
against his instincts, he is capable of 
keeping a checkrein on his impulsive 
ness, of organizing his work and that 


to himself ...appreciates his importance to 


us...enjoys an important income. 


As a nation-wide corporation 


fastest growing mutual funds, 


sponsoring one of America 


has become imperative for 


us to look for additional important men whose chief business 


interests are: 


¢ A stake in the Mutual Fund business 


¢ Higher commissions 


¢ Group life insurance 


© Continuing income 


If you are a “man on the 
presenting FIF services to investors 


monthly contractual INVESTMENT’ 


Excellent profit sharing plan 


An opportunity to head a sales organization 


grow”, why not prosper from 


These services include 


PLANS, PLANS with optional 


self-completion group life insurance, DIVIDEND REINVESTMENT 


PLANS, monthly withdrawal programs for retirement income 


It could be worth your while to write or call 


Sales Manager W. F. Morey, 


950 Broadway 


FIF ASSOCIATES, Inc. 


Telephone AM 6-2671 


Denver 3, Colorado 


"8AM 
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5. Knowledge: Although he n 


! 
not ha { ited trom high school 
| | 
rif | i if rri¢ } if ] learned eno gh 
| | 
to Ie that learning cannot toy 
He } , fas ] ¢} 
i nro! fa awarene Ol ie 
econo! proce Qo? lrrent ‘ ere 
ind Ile ia wquired and 
rre | q ring ore knowle: re¢ 


0 il¢ t ertising, promotior ind 
b ! V hnique ene! illy nd he 
| ' 

ha icquire | enough general back 

pyround o be it ease whatever the 
top ol ( ersation 


6. Courage: He has the decisive 
rie and the con tion required to 
| 


MaKe on the pot aecisions 


without 


femporizing n luding the decision on 


when to refer a question to higher 


iuthorit 


7. Finally, e has no illusion 


the exe 


about 


e's job being easier than 


\ 
that of h men. He is pre ared to 
ind does, work harder and more con 
entiously than any of his men. 
\s an ¢ pand ng company, we are 


endlessly on t 


he lookout for su 
ind to find them we cross all indust1 
ne Of course. we realize it is al 
most impossible to find men who meet 

les and management require 
ment fully they're practi ally non 
existent. We do try to select, and 
fight to keep however, those who con 
form as Closely as possible to our ideal 


image those in whom our selection 


a minimum compromise 
with the basic characteristics we seek. 
belie e we 


| I a contention we 


have proved that, given a brand name 


product and promotion story such as 
ours, and men with the psychological 


q ialifications | have described, previ 


ous experience in the same industry 
unnecessary. And I believe this is 
true not only of salesmen, but of key 


sales executives. 


Factory Vacation Coming Up— 
But What About the Customers? 


When Consolidated Lithographing 
Corp., Carle Place, N. Y., decided 


to close it plant for a two-weeks va 
ition for all employes, it felt it 
hould advise customers of the plan 
o that work could be scheduled with 


out compl ition in the factory o1 
mconvenience to buvers. 
lequally 


recognized an opportunity to engendet 


important, the company 
good will. 

Consolidated settled on a 
igned by Walter |. Ash 


dent and sales 


letter 
vice-presi 
manager, asking cus 
tomers to “help” by “checking in 
ordering now.” En 
“Vacation Spe ial Offer 


card which ottered the customer one 


ventories and 


closed Wa i 


of three personal vacation gitts: a 


VACATION SPEC/AL 
OFFER 


THIS CARD GOOD FOR 


1 TROUT FLY 
1 GOLF BALL 
1 BOTTLE SUN TAN OIL 


(please check preference) 


trout fly, golf ball or sun tan oil. 

The letter said, in part: 

Quite frankly, this is not an out 
gitt. We have a favor to ask 
ur factory has announced very 
bluntly that they plan to take off on 
themselves, during the first 


and out 


Vacation 
two weeks in July. It occurs to us 
that if we get together and work out 
all your requirements in advance with 
you, your deliveries will be on time 
and nobody's plans will be spoiled 
Seven days after the letters were 
mailed, over 14% of the cards had 
been returned. Preparation of pre-va- 
cation work schedules was facilitated 
and the mailing was described by man 


agement sources as “an excellent in 


vestment in customer relations. 


At the salesman’s level, the man 
‘established following,” like 


n who sells himself, is too 


with the 
the salesma 
often likely to sabotage the company’s 


entire merchandising effort. Both tend 
o prey on “friendship” with the 


yuvers instead of selling the com 


Generally, neither 


anys message. 
does a thorough sales job: Product 


ntormation, demonstration of promo 
tion and sales tools, effective presenta 
tion of advertising, displays, ete. 
the genuinely service aspects of the 
salesman’s « all are too often subordi 


nated to friendly chit-chat. 


Sell through Retailer 


I believe firmly it is not the sales 
man’s job to make friends of his re 
tailers. ‘hat friendship will develop, 
however, if he does his job, which is 
to help his retailers make 
profits. As I see it, 
the salesman is not to sell to the re 


greacer 


the function of 


tailer; it is to sell through the re 
tailer to the consumer. And my ex 
perience 1s that men without previous 
product 
should be sold can be trained most 


conceptions as to how our 


easily and most qui kly in our concep 
tions. 

I have sold and directed the sale of 
many unrelated types of consumer 
produc ts in the course of my career 
from automatic razors to waxes. In 
no case did I need more than a few 
days of intensive training to learn all 
that was necessary about the specific 
product to sell it. In every case, 
learning the sales tec hniques took 
longe1 and in every case the extra 
time was required not by the differ- 
ences in products, but by the differ 
ences in company policies and proce 
dures. 

Similarly, | have found it no par- 
ticular asset in a sales executive that 
his experience includes our type of 
distribution, or even an intimate ac- 
quaintance with our kinds of retailers 

department stores, specialty stores, 
‘The peculiarities of 
each are soon learned by the man of 


ability 


chain stores, ete. 


For, essentially, the job of the sales 
executive in any field is the same: 
communicating and interpreting pol 
icy and supervising his men in their 
execution of it. In these areas, expe 
rience, whatever the field in which it 
was acquired, is of irreplaceable value. 
And if, in addition to this experience, 
the executive is a man with the in- 
telligence, foresight and creativeness 
to help formulate policy, he has long 
since discovered that he is bound to 
no single industry, or even family of 


industries. The End 
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Oklahoma City now 


ranks solidly 


in 


the TOP 50! 


a th in RETAIL SALES 


36th 


DRUG STORE SALES =. AAth in 


PORULATION 


AUTOMOTIVE $TORE SALES 


Oklahoma City .. 
GROWING cities 


among the top 50 markets in the nation. 


. one of the nation’s 5 FASTEST 
is now solidly entrenched 


The Oklahoma City metropolitan area—an area 
which includes only Oklahoma county—has shown 
a steady growth during the state’s brief 50-year history 
and is now a solid 48th in population, 
43rd in total retail sales, 36th in drug 
store sales, and 44th in automotive sales 


Oklahoma's Greatest Media 
In Circulation, In Prestige 


And In Buying Influence 
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THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


Source: May |5 Newspaper Rates and Data 


as compared with other metropolitan markets in 
the nation 


The Oklahoman and Times solidly covers this 
metropolitan market—and goes far beyond to cover 
the rich, statewide market, reaching over 265,000 
reader families daily and Sunday! 

Oklahoma is a major market—and it’s still growing! 
To sell more to more Oklahoma families 
advertise regularly in the Daily Okla 


homan and Oklahoma City Times 


& 
tahoe 


Published by The Oklahome 
Publishing Company 
Represented by The 

Katz Agency 


HIGH SPOT CITIES 


| 
ab lhe 
| ' 18 
, 
6} j 6 
|-if RETAIL SALES TRENDS ) 
«| 1929-1957 jt4 
| { 
| : 
‘ = 
$12) 8 
t | * 
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a es 
a 2 
¢ Actual Dollar Sales im 3 
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« ee oe ee dovcceste ahs ee —— 4 1s 
— 
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aadooeee® % 4 
Sales Adjusted 
for seasonal and price change 
}4 
} 
| | as | } 
f A ‘ N 
19 ? 6 19 7 
° 
Still Goi U 
By DR. J. M. GOULD, Research Director 
Sales Management's Survey of Buying Power 
\ pred ted, retail sales in April tinued absence of any real spring time ing automotive sales picture is a re 
reyistered a ten percent gain over automotive resurgence is had been cent finding of the Federal Reserve 
1956 as a result of the coincidence of hoped tor. Our estimate of the June Board that the extraordinary 1955 
t fairly good Laster shopping season increase over June of 1956 is. only auto sales boom, fond memories of 
ind the best automotive sales month one percent because the increase in which had sustained high hopes for a 
Oo far this year However, sales in price will be offset by the loss of one 1957 repetition, was a result of very 
\Mlay and June appear to register elling day. liberal credit terms plus other factors 
only moderate gains with the con- One possible chue to the disappoint which are not likely to recur. “Thus 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliances 
Lumber, Building, Hardware 
Automotive 

Gasoline Service Stations 
Drug & Proprietary 


7 ee Meee ceaeawscacessaa 


4-Month Totals 


$ Millions 

1957 1956 
15,360 14,434 
4,411 4,373 
5,813 5,712 
3,436 3,224 
3,161 3,113 
3,810 3,896 
12,555 11,809 
4,542 4,164 
1,935 1,835 
eee Te ee ee 61,308 58.445 


“Includes data for kinds of businesses not shown in above nine categories. 


Change 


April 

° $ Millions % 

1957 1956 Change 
6.4 3,822 3,532 . Be 
0.9 1,123 1,134 1.0 
1.8 1,703 1,515 +.12.4 
6.6 1,117 833 | 34.1 
1.5 817 787 | 3.8 
2.2 1,153 1,156 0.3 
6.3 3,347 3,058 i 9.5 
9.1 1,192 1,090 | 9.4 
5.4 492 446 +. 10.3 
4.9 16413 15,029 + 9.2 
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vey of nearl 


a sul 


>,JUU new car pur- 


chasers brought out the following 


points: 
1. The 1955 cars had a fairly uni- 
ersal style appeal which stimulated 


many possibly) premature — sales. 
New car buyers in 1955 were im- 
pelled to trade in cars that were 39 


months old, as against 34 months in 


1954. 


( redit te 


relaxation ot rms 
was highlighted by the fact that the 
proportion ot finance plans running 


thirty months rose trom me 


late 
the propor 


1954 to two-thirds in 
je \t the same time 


tion of plans with down payments of 
( than twenty-five percent rose 
from less than one-third in 1954 to 
ibout one halt by the close of 1955. 
Neithe In 1957 nor 1958 doe a 
return to the easy credit terms of 


1955 appear probable de spite the fact 
that so far the 195 redit experience 
has not been bad at all, with less 
than two percent of ill instalment 
buve tall r behind 1 the r pay 
nent 

Auto sales through the first quar 


about six 


ruUnNnInNY 


percent ahead of 1956. but this must 
reflect mainly) price increases because 
first Quarter new Car registrations are 
ust slightly ahead o! last year. 7 he 


second quarter may do better how 


evel since new Cal 11h 
1956 levels 


spot in the retail 


entories are 
Another 
picture Is 


well below 


brighter 
the recent 


mproy appliance 


the first 


ement in 


sales, which also lagged in 
quarter 


‘Technical note. Phe Department 


otf Commerce is now revising its 


monthly retail sales statistics to a 
ord with minor changes in definition 
to the 1954 Census of 

When these changes 


shall 


sales box-score, and 


incorporated in 
Retail ‘Trade 


have been completed we also 


revise our retail 
data for each High Spot City to suit. 
In the n the 


percentage will 


leantime indicators of 


change ontinue to 


serve to indicate direction of move 
ment. 

Among the states 
better than 
tor this J ine as 
June are: 


Arizona 
Florida 


eX pes ted to re 


port average performance 


ompared Ww ith last 


Ne 
New 


(Jregon 


ada 


Mexico 


‘The leading cities, those with a 
City-National Index well above aver 
age are: 

San Diego, Cal. 11 
San Jose Cal. 11 
Cjalveston, ‘Texas 1] 

11 
11 


Appleton 
Orlando 


Wis. 
Fla. 
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Mobile, Ala. 
Law rence, \ lass 
Savannah, Ga. 
Trenton, N. J. 
Sacramento, Cal. 


Ariz. 


111.9 


110 
110) 


Phoenix 


Miami, Fla. 109.9 

St. Petersburg, Fla 109.4 

\liddletown, Conn 109.2 

Florence-Shefheld 

‘Tuscumbia, Ala. 108.7 
Tampa, Fla. 108.¢ 
Bartlesville, Okla 108 

* 

Sales Management's Research Depart 
ment with the aid of Market Statisti 
Ine maintains inning charts on the 
business progress of 302 of the leading 
market centers of this country § and 
Canada 

Monthly lata which are used in the 
measuring include bank debits, sales ta 
collections, Department of Commerce eur 


veys of independent store sales, Federal 
Reserve Bank reports on de partment st 
sales 

The retail sales estimates I ented 
herewith cover the expected dollar figure 
tor all retail activity as defined by the 
Bureau of the Census The figures are 
directly comparable with similar annua 
estimates of retail sales as published i 
SM’'s Survey of Buying Power 

Three Index higures Ire (,iven 
the first being “City Index, 1957 ws. 1948 


This figure ties back directly to the official 
1948 
the 


expressed is a 


valuable for gauging 
market It i 


400.0, 


Census and is 
change in 
ratio \ 
for example, means that total retail sales 
city for the 


30007 


long-term 
figure of 


will show a 
1948 month 


comparison is 


month 
gain of the 
In Canada the year of 
1951, the most 


in the 
over Sarnie 


recent year of othcial sales 


‘ ensus results 
The second figure, Cit Index, 19 
vs. 1956” is similar to the first except 


that last year is the base year, For short 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city” has 


ind how 
last 


grown since the last Census year 


business is today as compared with 


veal 


The 
1957 vs 
to the 
the 
month a 
last 

less—or 

All 


indicate 


National Index 


city’s changes 


City 
the 


third column 
1956,’ 
total probable 
period. A 
sizable gain 
but 

more 


re lates 
national change for 

this 
same 


have 
the 

rate of 
that of 
column 
the 
for 


same city may 
over 
the 

than 
figures in this 


whe re 


month year, ain 
the 


may be 
nation 
100 change is 
that the U.S.A 
Index is derived by 
of the city b 


cities 
favorable than 
The City-National 
dividing the 
that of the 


more 
index figure 
nation 


The Dollar Figure, 
the total amount of retail 
projected month. Like all estimates of 
what is likely to happen in the future, both 
the dollar figure and the resultant index 
figures can, at best, be only good ap 
proximations, they are 


“$ Millions,” gives 


sales for the 


since 


necessarily 


clions ot 


proj 


existing 


trends, A 


is made in the dollar estimates f 
expected seasonal trend, and 
movement 

The index and dollar figures, studied 
together will provide valuable forma 
tion on both rate of growth and ctua 

of a city market 

These exclusive estimates are f ly 
tected by copyright They must mt be 
reproduced in printed form, in whole i 
in part, without written permission from 
SALES MANAGEMENT, IN¢ 

Suggested Uses for These Data include 
a special advertising and promotion 
drives in spot cities, 1 puide for your 
branch and district managers ‘ evis 
ing sales quotas, (d) checking actual per 
formances against potentials ‘ isis of 
letters for stimulating salesmen and fore 


stalling their alibis t 
where drives should be localized 
® Cities marked with a star 
ferred-Cities-of-the-Month, with 
f sales compared with the same 
in 1956 which equals or excet 
national change 
RETAIL SALES FORECAST 
(S.M. Forecast for June, 1957) 
City 
City City Nat'l 
Index Index Index 
19 1957. 1957 
v vs vs 
1948 1956 19% 
United States 
155.4 101.0 100 
Alabama} 1045 1055 
Birmingham 146.7 100.7 9 
w Florence Sheffield 
Tuscumbia 196.7 109.8% 108 
Gadsden 138.8 99.3 oF .4 
& Mobile 190.7 113.1 112.1 
Vontgomery 172.1 8 976 
Arizona 208.4 1078 106.7 
& Phoenix 206.5 1114 110.3 
Tucson 210.5 99.3 98.3 
Arkenses (3%! %4 %A 
Fort Smith 144.0 5.8 94.9 
Little Rock 150.7 96.0 95.0 
California 1%) 1047 1057 
w& Bakersfield 192.7 1064 105.3 
Berkeley 153.5 100.1 91 
Fresno 1676 1008 TR 
tw Long Beach 19%%.1 106.2 105.2 
Los Angeles 1668 1000 90 
w& Oakland 1404 1068 105.7 
Pasadena 150.0 100.7 V7 


dete rmining 


level 


month 


ads 


the 


5 


Million) 


ly 


June 


£91.00 


702.60 
18.23 
13.15 
25.9% 
51.03 
327.90 
63.95 


23.78 


MIDDLETOWN HIGH SPOT CITIES 


RETAIL SALES WORSE © °/ 


C : ’ N | See the Survey of - ae 
onnecticut S$ NO. : fell coodiation sales CONNECTICUT'S 


and income data BULL’S-EYE MARKET 


on these cities. 
Auto-Gas Market FOR JUNE, (957 Get a Sure Shot 
The . 7 eorie y of Buying Power RETAIL SALES FORECAST at $132, 168,000* 


again sho Metropolitan Middletown (S.M. Forecast for June, 1957) 
2 a as 4 u af 


families to be the state's top buyers . rs / 
) City 
ol 1ULOTMOLIVE ma gasoline service sta City City Nat'l Eff. Buying Income! 
tion product Their $950 iutomotive Index Index Index $ ° . 
ind $300 gasoline sales per family lead 1957 1957 1957 (Million) Now the rich Meriden- 
every other me tropolit in market. vs vs vs June Wallingford area offers 
194% 1956 1956 957 H 4 
The Middletown Press alone sells your - " ; you 8°, higher Effective 
best prospects in Connecticut. No com Buying Income eee and 
seta of outside Cnty eg nes California (cont.) only The Record & 
miywhere near equaling it coverage = , : . 
ol Siahieiaitinien: Otten te Riverside 219.6 107.1 106.1 11.74 Journal give you a4 sure 
| gt sigeeel . po pw yen 7 shot at this $1 32,168,000. 
You ALWAYS Get MORE in MIDDLETOWN ~idovaaaaa ee = ons e's 
we San Diego 224.3 120.9 119.7 68.71 SM ‘57 Survey 
w& San Francisco 126.7 101.0 100.0 109.14 
& San Jose 253.1 117.5 116.4 31.23 The Meuden 
THE MIDDLETOWN PRESS [iii iis maa 
w® Santa Barbara 142.9 102.4 101.4 8.67 
Bis se fe Stockton .... 1546 1039 1029 16.98 RECORD & JOURNAL 
: ai a Pa ees Oe = MERIDEN, CONNECTICUT 


National Representatives: 


Gilman, Nicoll & Ruthman 


Colorado 167.6 101.7 100.7 175.22 


Colorado Springs 271.3 95.6 94.7 13.05 
tw Denver 166.4 1019 1009 70.72 
& Pueblo 182.5 1036 102.6 10.04 


“ddd sssidddd LLL AOVVVMAAAAAAAAA AAS ENN hs 


THIS Is Eastern Connecticut 


ese 
49 000 t | Connecticut 
e amilles 175.5 102.3 101.3 282.67 High-Spending 
Bridgeport 133.9 100.0 99.0 23.14 
te Hartford 158.4 108.4 107.4 34.93 j And Oh, So 


# Meriden i ! 
$4,061 Family Sales Wallingford 164.2 101.0 100.0 8.00 ISOLATED! 


% 
Z 
Z 
Z 
Z 
4 
y 
Z 
Z 


$6,160 Family Income 


($424 above Average) 


Middletown 164.3 110.2 109.2 4.58 y 
($170 above Average) * Z P 
New Haven 150.8 99.4 98.4 25.71 Z That's New London — 
Eastern Connecticut is a quality te New London 176.4 106.8 105.7 6.93 Z with average retail sales 
. ° ° 
mass market—$301,9038,000 in Norwich 175.7 99.7 98.7 5.09 Z per family a full 76% above 
come, $199,803,000 retail sales. Stamford 193.3 955 946 13.05 Z the State average. Similar- 
. ° 
Waterbury 151.7 945 936 13.85 Z ly, Furniture sales are 119°, Z 
’ Z high d Aut ti 
You can’t sell it with outside Z igher, an utomotive 
Zz . . 
fringe circulation. The only sure g Sales a big 132% higher. 
; Z ; 
way is the Norwich Bulletin, Delaware 1515 1006 996 47.54 Z (SM '57 Survey) 
only newspaper with a_ broad Wilmington 148.8 1001 9.1 22.99 Z 
olid impact on the market’s Z Cover this isolated 66,-. 
pocketbooks, only newspaper Z 547 ABC City Zone at low 
‘ ; % 

. o Tar . / ; . ‘ e Z cost, through THE DAY, 
offering effective inside ap District of Columbia Z n 
proach 1205 95.1 942 111.98 GY ew London's only local 

Washington 1205 95.1 94.2 111.98 Z daily. 
N ich Bulleti 
orwich Bulletin 
and Norwich Sunday Record Florida 2556 1084 107.3 497.01 Z G Ihe Ha 
o c co w& Fort Lauderdale 3696 106.8 105.7 18.52 y 
NORWICH, NN. o7 p P Z 
Jacksonville 188.1 97.6 96.6 38.93 Z NEW LONDON, CONNECTICUT 
sane te ; — & Miami 235.5 110.0 109.9 76.08 Z National Representatives: 
sis 20,403 te Orlando 288.7 114.8 113.7 20.47 y GILMAN, NICOLL & RUTHMAN 
Represented by t& Pensacola 255.1 106.1 105.0 12.04 Z , 
7 i7, 
The Julius Mathews Special Agency, Inc. tw St. Petersburg . 264.7 110.5 109.4 25.12 ” r 
& Tampa 266.4 109.7 108.6 35.53 
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HIGH SPOT CITIES eae SALES osm 
RETAIL SALES FORECAST s, M. Forecast for June, 19 


City 


See the Survey of Y 
paling Paues tor ; City City Nat'l 
full population, sales ay ee ee P 


and income data 
on these cities. 


FOR JUNE, (957 


1957 1957 1957 (Million) 


vs vs vs dune 


"They're 62% above average! RETAIL SALES FORECAST 
(S.M. Forecast for June, 1957) 


$36,068,000 " Kansas 12 99 mw 
5 5 ind Hutchison 120.3 95.6 94.7 5.26 
FOOD SALES City City Nat'l Kansas City 1446 95.5 946 13.00 

173.4 99.3 oR.3 13.32 


Index Index Index $ Topeka 
1957 1957 1957 (Million) Wichita 199.5 100.4 99.4 43.58 
With $8,436 average income, Stam- a - 5 ome 
ford families are big grocery IS 156 196158 Kentucky 45.9 97.4 96.4 202.67 
buyers —- prime targets for food & Lexington 140.9 104.2 103.2 11.57 
advertisers. The Advocate’s un- Louisville 1519 95.2 943 §1.27 
» , ‘ 7¢ » . ‘ > owt . . 7 9 7 . ] 
matched 97% coverage gives you Georgia 1704 991 981 208.79 Paducah 149.7 98.3 97.3 521 
a bead on practically every pocket- Aesive 1949 999 989 594 
book in Stamford. Its the only Atlanta 1736 979 96.9 16.27 
way to sell this wonderful food Augusta 1746 92.9 92.0 12.05 Louisiana 177.8 103.6 102.6 248.56 
market. Columbus 1546 938 92.9 11.90 con ans: ee See ee = 
Lake Charles 233.5 100.3 93 8.69 
Macon 164.0 93.8 92.9 11.42 
& Monroe 
& Savannah 183.1 112.4 111.3 16.62 


West Monroe 1745 103.3 102.3 8.91 


Stamford Advocate acme |. Sake cee ce: se 
STAMFORD, CONN. Shreveport... 1608 97.7 96.7 2047 


Hawaii 
& Honolulu 147.5 105.3 1043 29.88 
Represented by 
The Julius Mathews Special Agency, Inc Maine 141.6 92 97.2 87.71 
de Bangor 152.9 101.4 100.4 6n 
fa Idaho 137.8 103.9 1029 66.63 
& Boise 161.7 103.4 102.4 8.83 


Made to Order for 
Sell Where Illinois 144.8 99.0 98.0 1,055.04 


Theyre BUYING = FOOD 
oo OR @@endsome |) we usm as un ADVERTISERS 


Danville 134.3 97.9 96.9 6.50 


~ N _ Decatur 158.0 97.0 96.0 12.01 : 

The Norwalk A.B.C. market, & East St. Louis. 171.0 106.7 105.6 12.17 Biddeford-Saco’s retail grocers 
for example—27,500 families i Cilinotack te account for $11,829,000 — or 
with $243,268,000 total in- land-E. Moline 141.8 103.1 102.1 13.41 390>-—of York County's food 
come .. . $8,846 average per Peoria 137.2 97.2 96.2 18.79 sales... the largest single con 
family ... spendi 50,- Rockford 169.5 9.7 98.7 19.22 

amily - spending $150, : centration of food sales in the 

340,000 for retail goods -for Springfield 1454 1009 999 15.02 ; 
state’s fourth largest county, 
an average of better than 
5,400 per family. lndi “it ion a po No doubt about it, Biddeford 
ndiana , , ’ 

: . S Re > » , 
Sell the Norwalk market the & Evansville 150.2 104.4 103.4 17.46 aco is a key market if you're 
only sure way—through the Fort Wayne 143.5 973 %6.3 20 58 hoping to tap Maine's food sale 
Hour . . . miles ahead of any _" —~ = aoe potential—profitably. You can 
° s " 
incoming paper in coverage neem —s oe Se ree sell Biddeford-Saco  easily—in 

te Lafayette 136.6 1028 101.8 6.07 
and readership. motipe an iat aaa fact, only—through the Bidde 
uncie 2 94.9 
South Bend 1198 961 951 16.98 ford Journal, the market's daily 


The Norwalk Hour Terre Haute 1244 98.3 97.3 9.84 newspaper... a must in 90% 
of the twin city homes. 


NORWALK, CONN. 


96% Coverage of A.B.C. lowa 1008 8S 97.8 277.55 THE BIDDEFORD 
City Zone (60,425) Coder Rapids .. 6S 91.5 96.5 12.20 
57% Coverage of Davenport 1374 98 98.8 11.96 JOU RNAI 
Le he wv . G 2 
The 7 rading —— Des Moines 134.1 8 I78 27.66 
Dubuque 116.1 986.9 97.9 6.00 BIDDEFORD, MAINE 
Represented by 
Sioux City 124.1 94.9 94.0 11.73 


The Julius Mathews Special Agency, Inc. Setest 32 os ons ps Represented by 
_— ” Ge —_ The Julius Mathews Special Agency, Inc. 
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HIGH SPOT CITIES 
IN THE STATE-SIZE RETAIL SALES FORECAST : Age; 


PORTLAND, MAINE | 222%" 


4 
on these cities. 


MARKET FOR JUNE, 1957 


RETAIL SALES FORECAST 

™ ( orecast for June, 1957) 
Family Sales Are Way Up—to aii 

City City Nat'l 
$4,127 Per Family ay set die 


vs vs. vs June 


a 


1948 1956 1956 1957 
Sales Manaygement’s 1957 Survey of Buying Power shows Maine ( ; 

[07 in 4 
the 9-county Portland market with family sales $236 above aine (cont 


the U. S. average. This big state-size market outranks all 


Lewiston-Auburn. 129.1 95.6 94.7 7.14 

but ten of the states in family spending—all but one in family Portland 1378 96.9 95.9 12.58 
food sales—with $1,061 per family ... $172 above average! 

y 99 9B 69.06 

The Portland market vives you triple sales insurance, three Maryland on me oe ied 

reasons why it deserves a per- te Cumberland 130.9 103.2 102.2 5.89 

manent place on your list Hagerstown 175.5 100.9 99.9 7.00 


of select markets—mass buy 


ae quality spending a Massachusetts 
and newspapers famed _ for 150.4 3.6 97.6 523.69 
: a ait Boston 135.0 95.6 94.7 199.98 
producing king-size results... 
Brockton 1394 90 97.0 8.09 


fast and economically. 


The single-buy Portland news- 
papers, top test media in a 


top test market, are a popu- $102,894,000 


lar choice of advertisers for 


introducing new products and —A Big, Vital Slice 
‘tting the sales ace for 
rebates Ps egal agate Toast of Your State Quota 


year-round high sales volume. 


Kennebec County's $102,894,000 
retail sales are the third largest in 


the state—average $4,454 per 


NINE-COUNTY SALES AREA family . $563 above the na- 


tional family average 


$665,723,000 RETAIL SALES This big, vital slice of your Maine 
$171,137,000 FOOD SALES quota rates a thorough selling job 


You'll get maximum results—eco- 
nomically—in Kennebec County 


PORTLAND Meine by starting with the basic buy 
a the Augusta Kennebec Journal, the 
market's local daily. It saturates 
HEWSPADERS Augusta (state capital and county 

seat) and blankets the greater part 
»f the county 


PRESS HERALD EVENING EXPRESS 


AUGUSTA 
KENNEBEC JOURNAL 
AUGUSTA, MAINE 


SUNDAY TELEGRAM 


78,688 DAILY 93,222 SUNDAY 


R ted by The Julius Math S ial A , Inc. 
ee eT a ee eer eee Te) Represented by The Julius Mathews 


Special Agency, Inc. 
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RETAIL SALES FORECAST RETAIL SALES FORECAST 


HIGH SPOT CITIES 


JUNE 7 1957 


(S.M. Forecast for June, 1957) (S.M. Forecast for June, 1957 
RETAIL SALES FORECAST ¢ 7 City City 
See the Survey of City City Nat'l City City Nat'l 
re pp Les ~~? Index Index Index $ Index Index Index 4 
ulation, sales 957. 1957 ‘ 
' 7 957 1957 57 1957 (Mill 
and income data 195 1957 1957 (Million) 1 
on these cities, vs vs vs June vs vs vs June 
1948 1956 1956 1957 1948 1956 1956 19 
FOR JUNE, 1957 ® 
Michi a a New Jersey (cont.) 
»! > i / 
RETAIL SALES FORECAST ichigan 
Battle Creek 137.0 96.7 95.7 8.12 
S.M. Forecast for June, 1957) w® Newark 127.5 101.2 100.2 61.04 
w Bay City 160.2 102.9 101.9 8.20 
City Ww Passaic-Clifton 166.6 105.6 1046 18.40 
Detroit 138.0 99.2 98.2 237.38 
City City Nat'l ® Paterson 137.6 105.6 104¢ 0.80 
Flint 174.3 90.9 90.0 28.22 
Index Index Index $ *& Trenton 191.2 112.3 111.2 26.31 
Grand Rapids 155.0 97.4 96.4 30.50 
1957 1957 1957 ( Million ) 
Jackson 147.9 96.4 95.4 9.69 
vs vs vs dune 
s *% Kalamazoo 177.3 102.2 101 14.43 ° 
1948 1956 1956 1957 New Mexico 
Lansing 55.3 93.1 92.2 18.03 a9 6 . . 
221.5 109 108.4 ) 
Muskegon 157.2 99.4 98.4 1.57 & Albuquerque 288.4 109.0 107.9 27.14 
® Pontiac 196.9 102.5 101.5 14.92 
Massachusetts (cont.) Port Huron 142.0 95.4 94.5 6.19 
Royal Oak New York 1442 100.7 9,7 1,732.61 
Fall River 1178 945 93.6 10.03 Ferndale 228.2 96.6 95.6 15.54 Albany 1343 993 98.3 0.23 
Holyoke 144.8 100.2 99.2 7.02 Saginaw 160.4 91.9 96.9 13.89 Binghamton 123.1 95.1 942 11.52 
w& Lawrence 143.3 113.0 111.9 10.96 & Buffalo 142.0 103.2 102 1.37 
w& Lowell 131.9 103.4 102.4 9.96 Elmira 127.6 43 934 16 
Lynn 1328 99.4 98.4 10.91 Minnesota '*2 1000 %0 aes & Hempstead 
New Bedford 126.2 53 944 11.05 Duluth 132.8 100.7 9.7 13.37 Township ) > 10) 100.3 10.50 
Pittsfield 146.7 99.4 98.4 7.43 Minneapolis 134.3 100.7 99.7 19.87 Jamestown 125.1 We 98.6 6.07 
Springfield 143.7 97.6 96.6 23.39 St. Paul 124.4 96.9 15.9 41.39 New York 127.9 998 oR S48 48 
te Worcester 141.9 103.3 102.3 26.25 Ww Niagara Falls 160.3 10¢ 105.2 12.90 
Poughkeepsie 154.0 99.6 98.6 8.41 
Mississippi 147.8 6.4 95.4 124.01 tw Rochester 1509 101.1 1001 1.09 
Jackson 164.8 95.2 94.3 13.84 
Meridian 158.9 97.9 6.9 5.31 
ADVERTISE ALONG oe ...wee my 7k 
Joplin 35.8 100 9.7 5.92 30 000 P ] ith 
Kansas City 124.0 99.6 98.6 76.70 a eop e wi 
’ St. Joseph 125.9 98.2 97.2 5.57 
s\ tows ae2 7a a aa $43,768,000 Income 
& Springfield 149.1 101.8 10058 10.66 
Montana 143.0 100.4 94 1.61 G d N 
Waterville is the "big city" to 95,583 Billings 155 95.3 944 7.46 oo ewspaper 
LT 
people (ABC market). Their shopping Butte 143.6 97.0 96.0 74 
needs swell Waterville's retail sales eet fa — See — Good from the readers’ view point 
90% above average volume teed loaded with their kind of news 
fo > ee 
84%, ... general merchandise 88° Nebraska 126.3 9.0 95.0 138.30 about people, places, event 
a . | 134.7 96.6 95.6 4.28% they're interested in. Good, toc 
apparel 84°, automotive 102%! — cats : . ‘ 
Omaha 133.3 95.1 94.2 43.93 from the advertisers’ view point 
In 1956, they spent $41,710,000 here, ynly newspaper that gives thorough 
another $65,212,000 in other parts of , : om penetrating coverage of the Little 
: ’ Nevada 227.3 106.0 105.0 7.96 Fall \ 
this bi, three-county market vgs 191.8 105.5 1045 11.47 alls market and influences it 
wy $31,780,000 retail spending, in 
terville’ i , 
—- « shopping routes are luding $8,760,000 for food 
jammed with sales opportunities—and New Hampshire 
covered thoroughly by the Waterville 151.5 101.8 100 6.36 It's the Little Falls Times of course 
Sentinel... which reaches 66%, of the &® Manchester 147.5 102.3 101.3 10.38 covering the city completely 
a ee eee re ae ee Nashua 156.5 993 96.3 4.73 and reaching 75° of the homes in 
z udi 
9 the entire market 
complete coverage of the city. 
New Jersey . ° 
Waterville Sentinel so io ino 03s = Little Falls Times 
Atlantic City 120.2 94.6 93.7 11.74 LITTLE F S 
WATERVILLE, MAINE Camden 134.0 95.0 941 15.49 ALLS, N. Y. 
Represented by Elizabeth 133.7 GB 978 13.35 Represented by 
The Julius Mathews Special Agency, Inc. Jersey City The Julius Mathews Special Agency, Inc 
Hoboken 114.0 94.2 93.3 27.12 
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ROME, N.Y. HIGH SPOT CITIES | 


AIL SALES 4 
POPULATION - padlpss — 


Buying Power f 
NOW full population, sales 


ul population, | $36,000,000 
47,760 Se wn FOOD SALES 


According to Prove that for its size there’s 
MS ies no be tter food market anywhere 
in Pennsylvania. 


ALTOONA’S 


Bureau Special 


Cc ae RETAIL SALES FORECAST Altoona Shops with the Mirror! 
ount just com- : 

| (S.M. Forecast for June, 1957) If you would like to sell more 

pleted! City of your product in this able-to 

buy market, bear in mind that 

City City Nat'l yl , 

A GAIN OF ess es 95.3% of Altoona city zone fami- 

° Index Index Index $ lies shop from the Altoona Mir 

14.6 Yo 1957, 1957 1957 (Million) ror. That’s real king-size cover- 

e vs vs vs June age. And, the Mirror reaches 3 

SINCE 1950 1948 1956 195% 1957 out of 4 families in Blair Coun- 
ty. 


Booming Rom here the money is 
di pits Petecee has “td Whether you are seeking a bet- 


your prime ad target—in this up 
state area. The Sentinel alone covers New York (cont.) ter test market or want to ex- 
Booming Rome and its $192,500,000 tw Rome 176.1 104.5 103.5 5.27 pand your present sales, eXx- 
income market Schenectady 134.5 96.8 95.8 14.31 SSRIS carefully the advantages 


; of using the Altoona Mirror. 
w& Syracuse 139.9 1016 1006 32.82 


ROM ke Troy 116.3 95.8 94.9 9.07 


" ’ 7 Utica 129.8% 1009 99.9 12.91 
DAILY SENTINEL i ltoona 


A.B.C, 17,303 North Carolina , 
186.6 99.8% 98.8 348.42 
ROME, N. Y. 
Asheville 159.4 99.8 96.8 10.57 
Call, wire or write “ 
Charlott 155.9 95.8 94.9 26.23 °¢ 
W. 5S. De Himer, Adv. Dir., oni ‘ : Altoona, Pennsylvania's 
for complete merchandising and Durham 1458 99.7 98.7 10.40 Only Evening Newspaper 
marketing services to supplement w& Greensboro 198.2 104.6 103.6 20.62 Richard E. Beeler, Adv. Mgr. 
your campaign High Point 195.4 98.5 97.5 6.20 
w& Raleigh 196.4 103.8 102.8 13.47 


Salisbur 146.8 95.5 94.6 4.71 . 

in 9 2 820 6m A Big, Tast 

A Great Newspaper wre Salem ata a9 rg ba $59 a a. 
id a 

in a Great Market Nerth Dekete Slice of Ohio's 


125.0 103.7 102.7 63.43 


A fact which you can learn, * Fargo 140.0 103.2 102.2 7.85 Food Sales 


with profitable pleasure, by giv 


Ohio 168.5 1006 996 1,01983 Families in the growing “Ruhr of 
ing the Salisbury Post a trial. d+ Akron 170.7 106.2 105.1 44.83 America" leave a huge wad of their 
It’s the only newspaper in the Canton 148.0 95.3 94.4 18.50 $6,642 income at grocery check-out 

Cincinnati 14689 94 95.4 75.97 counters—$ | 049! 
market, All outside state metro te Cleveland 150.4 101.9 100.9 144.20 


That's $170 more than the average 
age <erelle | a S. family spends for groceries. 
— — oo “And it adds up to $59,071,000—a 


politan papers combined give you & Columbus 175.2 101.6 100.6 66.63 


but a fraction over 3000 circu- 


— — oo oe »04 mighty appetizing slice of Ohio's 
lation in the whole of Rowan Hamilton 186.2 9.2 97.2 10.54 food sales. 
te Lima 161.5 1011 100.1 9.35 
County. The Post gives you over de Lorain 173.4 101.6 1006 817 ‘To sell this high-earning, free-spend- 
17,000 responsive, able potential Mansfield 180.5 96.5 95.5 973 ing metropolitan market—rated by 
Middletown 155.3 924 915 5.70 Sales Management among the fifty 
customers. Try the Post. You'll Portsmouth 150.0 95.6 + 94.7 619 fastest-growing in the nation—ad- 
Springfield 599 978 968 12.42 vertisers’ first choice is the Chronicle- 
bo gad you ee Steubenville ... 177.3 95.7 94.8 792 Telegram. 
Toledo 1411 98 958 44.95 . 
te Warren 185.4 1024 101.4 10.27 Chronicle-Telegram 
t Youngstown 167.2 103.4 102.4 29.42 “The Family Newspaper” 
 Savisaury Sunpvay Posts Zanesville 1521 97.7 96.7 6.45 
ee 
Published in the Tri-Cities Oklahoma 151% 1014 1004 — 206.31 ELYRIA, OHIO 
ee ee ipsam ee eee open Circulation 22,094 ABC 9/30/56 
SALISBURY. NORTH CAROLINA te Muskogee 154.3 108.8 107.7 Be “a DOUBLE the Number of City Families 
’ Oklahoma City 171.2 97.2 96.2 9 
te Tulsa 180.2 103.4 102.4 34.00 Represented by 
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rd LU HIGH SPOT CITIES RETAIL SALES FORECAST: 
Don't miss the $= RETAIL SALES FORECAST ° Az saadieeeeaaliatade 


See the Survey of 
Buying Power for 
fu 


Index | ex Index 5 
population, sales " a me 
and income data paces 
on these cities, vs V vs dune 
1948 1956 195 l 
FOR JUNE, (957 
RETAIL SALES FORECAST Texas 165.2 102.5 101.5 894.57 
(S.M. Forecast for June, 1957) Abilene 145.3 95.3 94.4 1.42 
Cit ® Amarillo 174.0 103.0 102.0 15.93 
City City Nat'l w Austin 167.4 104.7 103.7 18.75 
a a $ *% Beaumont 153.2 1045 103.5 14.60 
*% Corpus Christi 194.0 102.7 101.7 19.96 


1957 1957 1957 ( Million 


...-above all don't miss rag igs Dall 18.9 1002 992 94.48 


2 1948  195¢ 1956 1957 w El Paso 202.9 105.2 104.2 24.01 
Penn 4 ard & Fort Worth 166.1 102.0 101.0 50.68 
—_— 
14 : 03 : , w& Galveston 133.9 115.4 1143 9.20 
48.7 07 05.9 97.16 
rges / Oregon & Houston 192.0 104.2 1032 110.45 
Mm r | Eugene 132.5 92.3 91.4 8.76 
e & Laredo 137.8 101.3 100.3 4.49 
& Portland 146.0 108.4 107.3 69.66 
fethlehem-Allentown is Penn &® Lubbock 180.0 103.7 102.7 15.66 
: ’ ’ o , *& Salem 141.1 1059 1049 8.79 
2 sheets s No > market, any ® Port Arthur 166.9 105.3 104.3 8.75 
ay you ‘asure it re’s 
way you measure And there’: San Angelo 150.5 96.6 95.6 7.23 
only one way to sell these Beth . 
‘sian Snielliten «2. toll Hames nme Pennsylvania San Antonio .. 161.2 99.2 982 10.80 
story in the GLOBE-T IM ES. A422 100.2 99.6 1052.65 Texarkana 125.0 95.0 94.1 5.31 
(All other papers combi ed don’t Allentown 142.9 100.5 99.5 16.87 Tyler 154.9 on 9 97.9 714 
reach even = of them!) = re Altoona 120.6 100.3 99.3 7.74 lie 148.4 97.8 968 12.10 
you missing is priz market? 3 97 96.% 6 RR 
; —_ a Bethichem 133.2 97.8 96.8 6 Wichita Falls 153.5 93.9 93.0 9.41 
(UN Chester 154.8 100.3 9.3 10.14 
he Bethlehem Erie 134.9 97.4 96.4 spi 162.6 103.7 102 32 
62.6 ) 2.7 1s 
& [ it TC , Harrisburg 149.3 99.4 98.4 7.27 Utah 1 4] 1 4 
- w®& Ogden 60.4 07.9 06.8 9 24 
i 0 e l mM e 5 Hazleton 1209 998 96.8 4.17 : 
w Salt Lake City. 179.0 101.9 1009 32.58 
Kolland L. Adams, Publisher & Johnstown 134.6 101.8 100.8 10.02 
Gallagher-DeLisser, Inc., National Representatives Lancaster —o> mS api 7 102 ( 18.2 
- t Norristown 185.9 103.7 102.7 6.80 Vermont A57.7 102.4 101.4 ois 
42 3 2 5.5 
Oil City 106.9 100.0 99.0 2.31 ® Burlington 1420 103.1 102.1 7 
Philadelphia 133.1 97.2 96.2 229.68 Rutland 127.0 99.8 me 2 4.07 
Ww Pittsburgh 137.3 107.7 106.6 98.86 
Reading 125.3 93.4 92.5 14.40 Virginia 162.5 99.6 96.6 299.19 
Scranton 117.3 99.3 98.3 13.22 & Danville 136.7 102.5 1015 es) 
Sharon 125.6 95.3 94.4 4.58 & Lynchburg 126.6 94.5 93.6 6.45 
Profitable Wilkes-Barre 109.6 96.1 97.1 9.66 Newport News 1336 9.2 94.3 8.05 
Williamsport 1318 99.2 96.2 6.50 Norfolk 162.5 98.7 97.7 31.27 


Portsmouth 162.7 97.6 96.¢ 5. 


Covera e | York 163.8 94.2 93.3 10.96 , 

g bd w& Richmond 137.6 101.3 100.3 4.9% 
Roanoke 135.9 98.2 17.2 12.78 

True, THE CALL does reach Rhode Island niin 


1354 97.5 96.5 78.57 
98°, of Woonsocket homes. ; coe tl : 
a i Mil +f Newport 139.7 97.0 96.0 3.49 

we 6S 6Uyng = mnuence Providence 119.2, 97.5 96.5 31.73 


reaches far beyond the ABC ieeeealal 1108 937 928 4.79 NEWPORT 


City Zone . . . gives you pro- 
fitable coverage of all the South Carolina RHODE ISLAND'S RICHEST MARKET 
surrounding industrial area 157.2 99.3 98.3 150.00 


The Newport market is beyond the reach of 
that make up this 100.000 Charleston 1620 998 988 11.93 


outside newspapers. 61°, of the county's 


& Columbia 168.3 101.2 100.2 5.50 
plus market. Sell your share secs 1584 967 957. 12.24 ~~: Population, 66% of its $128,589,000 income 
now through Woonsocket's Spartanburg 1168 956 947 6.75 and 66%, of its $62,080,000 retail sales are 

one-and-only local daily, the concentrated in the city of Newport 
South Dakota covered 100%, by the Daily News plus 63% 
WOONSOCKET 109.7 97.4 96.4 56.80 of the entire county's homes. Selling Newport 
CALL Aberdeen 97.5 96.1 97.1 3.17 is an inside job. 
Rapid City 1779 96.5 97.5 5.98 


Representatives Sioux Falls 118.3 95.2 94.3 7.61 The Newport Daily News 


Gilman, Nicoll & Ruthman 
AfMiiated: WWON, WWON-FM Newport County's Only Daily 


Tennessee 1529 1003 993 263.72 


: Chattanooga 154.9 976 966 21.58 Largest Circulation 
COVERS RHODE ISLAND § Knoxville 137.2 935 92.6 20.03 in Southern Rhode Island 
PLUS + MARKET te Memphis 152.3 102.4 101.4 58.77 Represented by 
Nashville 165.7 100.6 99.6 32.82 


The Julius Mathews Special Agency, Inc. 
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RETAIL SALES FORECAST 


VICE PRESIDENT HIGH SPOT CITIES (S.M. Forecast for June, 1957) 


. 
OF MARKETING RETAIL SALES FORECAST « City 
See the Survey of City City Nat'l 
Nationally known Midwest manu Buying Power for Index Index Index $ 
facturer of small packaged consumer full population, sales 1957 1957 1957 (Million) 
goods is seeking a Vice President of and income data » a a ate 
on these cities. 


Marketing Will direct complete mar 1951 1956 1956 1957 


keting program including sales, ad 


vertising, sales promotion, market re Canada 142.2 103.0 1000 1337.40 
search, and agency relationship, A RETAIL SALES FORECAST 
candidate must have substantial ex (S.M. Forecast for June, 1957) 
perience in a top marketing position City Alberta 
directing these functions, in some City City Nat'l Calgary 170.1 127.6 123.9 27.54 
nationally distributed consumer prod Index Index Index $ Edmonton 132.6 1010 98.1 25.23 
uct used in the home. Must be 1957 1957 1957 (Million) 
thoroughly schooled in distribution vs vs vs June 
through retail outlets, including 1948 1956 1956 1957 British Columbia 
chains. Age 45-55. Attractive salary Vancouver 155.6 103.2 1002 64.72 
and other benefits Your reply will Washington Victoria 150.3 107.0 103.9 12.37 
be held in strict confidence. Box 3349. 145.9 98.4 97.4 268.68 
Bellingham 919 97.8 96.8 3.37 
Everett 1294 948 939 6.07 Manitoba 
Seattle 153.9 97.7 96.7 78.39 Winnipeg 1149 1008 97.9 31.94 
® Spokane 158.6 101.2 100.2 26.06 
’ Tacoma 14649 97 948 20.84 
WN rT into "Ves" with Yakima 1276 98.1 97.1 8.52 New Brunswick 
Turn NO Saint John 1288 991 96.2 6.44 


West Virginia 


135.6 1009 999 144.84 


Charleston 138.8 3 98.3 16.05 * 
Huntington 156.0 100.7 99.7 12.56 Nova Scotia ‘ 
Halifax 135.4 98% 969 12.16 
THE te Wheeling 141.1 102.0 101.0 10.01 
GREAT RULES OF Wisconsin 1446 101.3 1003 5.84 
gy i L L i Nt G te Appleton 185.5 115.4 1143 7.42 Ontario 
& Beloit-Janesville. 153.5 103.8 102.8 9.39 Hamilton 128.1 100.2 97.3 26.33 
oe ee ee ee a & Green Bay 163.6 102.8 101.8 10.06 London 127.7 98.2 95.3 14.45 
Waiting, Director, Dale Carnegie Kenosha 1324 918 99 6.67 Ottawa 123.2 102.3 99.3 23.01 
inaetue. La Crosse 1414 96 956 7.10 Toronto 1458 103.6 1006 131.34 
A McGRAW-HILE BOOK Madison 159.3 97.2 96.2 15.83 Windsor 116.7 93.3 906 13.71 
Milwaukee 144.3 1006 99.6 94.09 
Oshkosh 126.4 95.8 94.9 5.94 
Racine 1288 9.9 97.9 9.41 Quebec 
& Sheboygan 141.1 104.7 103.7 6.06 Montreal 142.7 101.7 98.7 130.32 
te Superior 1348 1081 107.0 3.93 Quebec 126.9 97.55 94.7 18.55 
Attention! Ww : 138.7 102.8 101.8 3 
K 5.63 
MAGAZINE PUBLISHERS * — 187.0 105.9 1049 6.06 Saskatchewan 
We offer you full facilities plus Cheyenne 152.6 98.2 97.2 5.37 Regina 150.3 114.5 1112 14.04 


centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet 
fed multi-color letterprees, off- 
set or web-fed offset. Ample pa- 


per supplies available. YEARLY EARNINGS EARLY YEARNINGS 


For detailed information, write 


~ } ] 
M. F. A. Publishing Department | F yGnemecce sna sy i 
- + +4 4 = 
204 South 7th, Columbia, Misseur! t+ tht a sees +4 
s =S- —-—+—-4 + —F— 
+ 4 
— b -+ 4 
i } 
TRAVELING SALES MANAGER WANTED L (ae. it 
by organization expanding on national basis 


Graduate Chemist, proven sales record in analy 
lical-instrument fleld and capable of earning in 
excess of $15,000, per year 
Write or telephone 

Nationa! Spectrographic Laboratories, inc 
6300 Euclid Avenue. Cleveland, Sate tag yoy 
or 1648 WN. E. 123 St., North jami, Florida 

Plaza 68-1066 Am} ke 
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Advertising Checking Bureau, Inc. ...... 23 
Agency: Harris & Bond, Inc 

Advertising Corporation of America .... 93 

Aero Mayflower Transit Company, Inc. 45 


Aaency: Caldwell, Larkin & 
Sidener-Van Riper, Inc 
Akron Beacon Journal . 

Agency: McDaniel Fisher % Spelman Company 


Allied Van Lines, Inc. peveseedeuetvas 41 
Agency McCann Erickson, Inc 
te. ee, 116 


American Chain of Warehouses, We ooxcs @& 
Aaency: Caldwell, Larkin & 
Sidener-Van Riper. Inc 
American Teleohone & wetagrage one 
(Long Lines) ..... 
Agency: N. W. Ayer & Son Inc 


The Associated Business Publications 9 
Agency: Media Promotion Organization, Inc 

Batten, Barton, Durstine & Osborn, Inc. . 39 

Bethlehem Globe-Times .......... 117 


Agency: Gallagher- DeLisser. Inc 
Better Homes & Gardens ...... voces Te 
Agency: J. Walter Thompson Company 


Better Sellina Bureau ere 40 
Agency: Allen, Dorsey & Hatfield. Inc 

Biddeford Journal ...... Sebestbeneeeke See 

Boca Raton Properties. Inc. . eS 
Agency: August Dorr Advertising, Inc 

Bonth Michiqan Newspavers ......... 57 


Agency: Fred M. Randall Company 
Burcoyne Grocery & Drug Index ' 2 
Anency: Guenther Brown Berne Calkin L} 
Withenbury, Inc 


Celanese Corporation of America er 
Aaency: Ellington & Company, Inc 

Chicaoo Tribune 4th Cover 
Anency: Foote Cone & Belding 

Chilton Company 10-11-98-99 


Anency: Gray & Rogers 


Club Aluminum Products Company ...... 44 
Agency: Erwin, Wasey & Company, Inc 


Dell Publishing Comnany jcvivaunkiae oe 5 
Aaency: Robert W. Orr & Associates. Inc 

The Denver Post 3rd Cover 
Anency: Rippey, Henderson, Bucknum & 


Company 
Donahue Directories, Inc. .......... 85 
Agency: Fred H. Ebersold. Inc 
The Elks Magazine . F y 9 
Agency: The McCarty Company, Inc 
Elyria Chronicle-Telegram ; ; 116 
FIF Associates, Inc ‘ 107 


Agency: Harold Walter Clark, Inc 


Robert Goir , , ; 96A 
Agency: Batten, Barton, Durstine & Osborn, Inc 
General Outdoor Advertising Company 


2nd Cover 

Agency: McCann-Erickson, Inc 

The Goodvear Tire & Rubber Company 17 
Agency: The Kudner Agency, Inc 

Graphic Systems 85 
Agency: Diener & Dorskind. Inc 

Greensboro News-Record %6 
Agency: Henry J. Kaufman & Associates 

Gulf Publishing Company . 56 


Agency: Brenran, McGary, Robinson. In 


The Heinn Company 87 
Agency: Morrison, Greene, Seymour, Inc 

The Schuyler Hopper Company ..... 67 

Hospital Purchasing File : a 

Hotel Lexington ..... pckabeseeeewcee ae 


Agency: Lubbel! Advertising Associates 


industrial Distribution . ° 82 
Agency: Royal & DeGuzman Advertising 
Industrial Equipment News ....... or 7 


Agency: Tracy, Kent & Company, Inc 


Augusta Kennebec Journal ..... poten ee 


Lassiter Corporation 64B-65 
Agency: Smith, Hagel ‘ ‘Knudsen, Inc 
Little Fells Times ......... “eaten senes. Pan 
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ADVERTISERS’ INDEX 


This index is provided as an additional service 
The publisher does not assume any liability for 
errors or omissions. 


Glas Monaganend 


ADVERTISING SALES 


DIRECTOR OF SALES 
John W. Hartman 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst, to Sales Director 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 


Patricia Simon 


DIVISION SALES 
MANAGERS 


New York—Randy Brown, Jr., East- 
ern Sales Manager; W. E. Dunsby, 
Wm. McClenaghan, Charlies J. Still- 
man, Jr., John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave.. New York 16, N. Y. 
LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern Advertising Director; W. J. Car- 
michael, Western Seles Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 
lll, STate 2-1266; Office Mgr., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa Bar- 
bara, Calif., WOodland 2-3612. 


Marsteller, Rickard, Gebhardt & Reed, Inc. 77 


McCall's Magazine .............655. 1 
Agency: Donahue & Coe, Inc 


McClatchy Newspapers ....... , 75 
Agency: J. Walter Tenaseon Company 

McGraw-Hill Publishing Company . . BOA 
Agency: Fuller & Smith & Ross, Inc 

McGraw-Hill Book Goupeny seesteene 118 
Agency: Sussman & Sugar, Inc 

The Meriden Record-Journal ... 112 
os Gordon Schonfarber & Associates 

Middletown Press ..... peeebdanee 112 

Midwest Farm Paper Unit 104-105 


Agency: Olmsted & Foley 


Minneapolis Star &.Tribune . , cl 
— Batten, Barton Durstine & “Osborn 


Missouri Farmer .... «2.666 cccune ee 118 
Agency: Brown Advertising 
Modern Machine Shop ....... i 


p Shop 
Agency: Julian J. Behr Company 


NBC-Radio ‘ , 26-27 
Agency: Grey Advertising Agency, In: 

Nation's Business ... as 62-63 
Agency: Gray & Rogers 

New London Day 112 


Agency: Gordon S« honfarber & Associates 
Inc 


Newport News veooeees , 117 

New York News 68-89 
Agency: L. E. Mc Givena 4 Company 

New York Times “ oaks 6 
Agency Sussman & Sugar 

Newsweek due aveen irkhEns 58-59 
Agency: Bryan Houston, Inc 

Norristown Times-Herald ........... 4 
Agency: St. Georges & Keyes, Inc 

Norwalk Hour .......... . 113 

Norwich Bulletin aT neue wedan 112 

Oklahoman & Times 109 


Agency: Lowe Runkle Company 


Petersen Publications ° ; 908 
Agency: Compton Advertising, Inc 

Pittsburgh Post-Gazette 103 
Agency: Dubin & Feldman, Inc 

Polaroid - 97 
Agency Doyle ‘Dane Bernbach Inc 

Portiand Press Herald Express . 114 

Purchasing Magazine . 22 


Agency: The Schuyler Hopper Company 


Railway Express Agency , 4? 
Agency: Benton & Bowles, Inc 

Reply-O-Letter ; 83 
Agency: Mahoney ‘t Howard ‘Inc 

Research Institute , 57 
Agency: The Schuyler Hopper Cc ompany 

Riverside Press & Enterprise 3 
Agency: C. B. Juneau, Inc 

Roanoke Times & World News 76 
Agency: The Kaplan Agency, Inc 

Rome Sentinel ° : 116 

Sales Management 78-79 

Salisbury Post 116 
Agency: J. Carson Br. antley Advertising 

Agency 

Schell Leather Goods Company, Inc 93 
Agency: Strauchen & McKim Advertising 

Seattle Times 61 
Agency: Cole & Weber, Inc 

Sloves Mechanical Binding Company 84 
Agency: Posner-Zabin Advertising 

Southwestern Publishing Company J 


Agency: Doyle & McKenna Advertising 
The Spokesman-Review & Spokane Deny 


Chronicle 8-19 
Agency: Virgil A. Warren Advertising 
Stamford Advocate 113 
Steinman Stations, Inc 14 


— John Gilbert Craig Advertising 


nc 


This Week Magazine 13 
Agency: Benton & Bowles, In 

Tide Magazine : 86 

Toledo Blade & Times 95 


Agency: Blaco Advertising Agency 


U. S. News & World Report 24-25 
Agency: MacManus, John & Adam 

United Van Lines, Inc 55 
Agency: Kelly Zahrndt & Kelly, In 

Utica Drop Forge & Tool Corp 12 


Agency: Zimmer Keller & Calvert Inc 


WCAU 47 
Agency: N. W. Ayer & Son Inc 

WHEF (Moline-Rock Island) 76 
Agency: Clem T,. Hanson Company 

WHO-Radio (Des Moines) 64A 
Agency: Doe-Anderson Advertising Aqgen« 

WKY-TV System 42-43 
Agency rant Advertising, In 

Wall St. Journal 68-69 
Agency: Martin K. Speckter Associates 

Waterville Sentinel! 15 

Westinghouse Broadcasting C y 58-59 
Agency: Ketchum, McLeod & Grove, in 

Wheaton Van Lines, Inc. a4 
Agency Poorman Butler and Associates, Inc 

Woonsocket Call ° yews 7 

Young & Rubicam, inc. aun 808 
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By T. Harry Thompson 


THE SCRATCH PAD Gye 
P 


‘The trouble with reeping infia 
tion is that it doesn’t tay in crawling 
position but tand p and talk ; 

- 

\ yood place to watch this jnsidiou 
force at work is the super market. 

taples like cleansing-tissues go along 
for months at 25 a box, then Zo to 
At Peanut butter likewise trom 4le 
to 43c. You could cite othes example 

. 

One of The New Yorker's editorial 
precept No our Notes. This 
would have ruled out a cynical ob 
ervation by Mark ‘Twain: “All you 
need in} th | re 18 ignorance and eon 
fidence ind then ucce iS sure.” 

= 

Name lor i traden irk character 
ror one pen-manutlacturer ‘His 
N b is 

a 
ome old-timer must have quipped 
ibout the “Touchdown Song \fter 


the Ball Is Over 
. 


A filler n (C,rit i\ 


no mcome tar 


Bermuda ha 


ind no inheritance tax 


Sounds as beautiful a Hamilton Hat 
bout 
° 
l like that end-card in a Pennsy 
coach No Smoking—not even Win 
fon as 
e 


Co ko oft 


lie ves 


South 


Dakota be 
most- accidents are caused by 


motorists who drive with theirs minds 
in neutral 


Repeated by request: In addition to 
Cret Well cards, there ought to be a 
market for Get Lost cards. 

- 


Herb Dickson clips and sends this 
front-ofhce “There's only 
one thing wrong with this business. 
We've got too many unemployed on 
the payroll,’ 


comment 


e 
desk of 
(Detroit), 
“Here's one answer, Harry, to 
the appalling shortage of salesmen: 
The Buy It-Yourself Kit.” Enclo 


sure: Just that... a Buy-It-Your- 


“From the 
Burkhardt 


note 


Dick 


comes this 


Mess) 


120 


| 
| 
elf Kit from a Mercury dealer. 
\t least, it gets you on your way to 
the purchase of a new car and op 
tional equipment by mail! 
7 
Ann Landers says one way to lose 
your shirt to put too much on the 
cuff. 


I can think of no place-name more 


redundant than “‘Chevy Chase.” 
- 
\ simile attributed to Arlene 


} 
| rancis Geser 


distribution: 
As relaxed as spaghetti.” 
+ 


Seedle 


ves W ider 


Wanted: 


prunes that can 


be eaten right out of the carton like 


indy without the peril of pit 
& 


vindow of a Chestnut 


store: Some people claim 
We sell it!” 
oo 


Pass, Fa. 


they keep the best. 


One of our advertisers, the Orlando 
Sentinel, speaks of the gallant male. 
Not a man on the bus rose to give 
the bundle-laden woman a seat. One 
middle-aged man, though, was 
thoughtful. Tugging at her skirt, he 
whispered: “Be on your toes at Pine 
Boulevard, Lady. That's where I get 


off.’ 
2 
If Perry Como were any more re- 
laxed. he’d have to write it “Perry 
Coma.” 


7 
Editors get more milage out of this 
Lincoln quote than most others: “I 
do the very best I know how, the 
very best I can; and I mean to keep 
doing so until the end. If the end 
brings me out all right, what is said 
against me won't amount to anything. 
If the end brings me out wrong, ten 
angels swearing I was right would 

make no difference.” 

© 


In spite of my allergy to cartoon 
commercials, I have to grin when 
the old woman in the College Inn 
Chicken-Broth quickie tells her lawyer 
in a cracked voice: “Cut ’em off with 


nothing but money! 


The Tax Bite 


This | ast winter 


some fifty millions of us watched a personable 


young English instructor run his TV winnings up to a final $129,000 


We suffered with Charles Van Doren as he alternately bit his lip, 


closed his eyes, and breathed 


collapse under the pressure 


1 M1¢ 


mapvazine 


hard 


did a cover-story on him 


We wondered if he might not 


Later, it added his salary 


at Columbia ($4,500) to the $129,000 jackpot and then figured The 


Tax Bite would leave him with a mere $28,795. His subsequent mar- 


riage should up that another $20,000 


The Tax Bite ts not a pickpocket in the legal sense, but it serves as 


a reasonable facsimile 
falls, of 


top echelon executive 


course For 


in government circles 


Nor does it center on winners of TV wind- 
“Charles Van 
Obviously, a profit is not without honor, save 


Doren,” read the name of any 


Charles Dudley Warner said that everybody talks about the weather 


but nobody does anything about it 


lax Bite 
Fifth Amendment 
Are we 


what can be done about it 


The same may be said for The 


It has the same immunity as kinky citizens who invoke the 


men or mollusks? As a small-time scribbler, I'm not sure 


But I do think it’s time we raised some 


sand about it, on the theory that the hinge that squeaks the loudest 


gets the oil 


Anyone for sque aking ? 
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Now! available hor the first tine 
A CONSUMER ANALYSIS 
OF THE DENVER MARKET: 


Here is a revealing, accurate and up-to date analysis of the 
buying habits and brand preferences of consumers, the 
store distribution of many packaged products, and 

the consumers’ future buying plans for such big ticket item 


as automobiles 


Categories surveyed in the Consumer Analysis include 
food, cosmetics and toiletries, soap products, cigarette: 


beverages, appliances, cars and automotive products 


This valuable guide to marketing in the nation’s fourth 
fastest-growing major market is yours for the asking 
Just write, on your business stationery, to 

NATIONAL ADVERTISING MANAGER, THE DENVER Post 
DENVER 1, COLORADO, or ask the nearest office of 


"One of 23 major markets surveyed in 1957 by Moloney, Regan & Schmitt Ine for your copy 
member newspapers of the Consolidated Con 


sumer Analysis Group 


CIRCULATION 
Evening, except Saturday 261,40) 
THE DENVER POST Sunday 352,86) 
Empire Magazine & Comics 376,285 


PALME HOTT FO1TOR ame Fusiremee 


ABC. Publisher's Statement 


( Bepresented Natianally by Moloney Beger eames bine a 
. _— aisles —on September 30, 1956 


DP.228 


Thadd 


red be 


ind Wr 


Sut be 
he kept 
on the 


Kater 


pol nat 
Accou 


instead 


ive lripic 


Why did zoom fail to zing 


eu () McAlli 
ird, retiring to 


iting 465-page n 


I 1 tari man 


his head on the 


in Chicago? 


ter dreamed of growing a 
in Andorran mountain top 


ovel ibout African safari 


vith family responsibilities, 


Copy block ind hy hy Li | 


pay ches it Peter, Peter, Plompkin & 
Specialists in Plain & Fancy Advertising 

| 

id wa 0 ood it caption cops cTo 
ing and such, that soon he was appointed 


nt Mxecutive 
of memorabilia 


paced 


tisil trategy tor the ( 


Now J] 
tedly | 
But he 
ibout f 
C.H 


pre ed 


And that wa 


Known 


had, being an ex 


new more about 
had a hunch tha 
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